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Dow. 


TO 


GET 


THE DOW CHEMICAL COMPANY DID— 


BETTER for National Plastics Show. Hundreds of plastic home use products 
were shown in room settings. Participation push buttons identified 


different DOW plastics “Application Engineered” for different 


products. Results were “Best ever in attendance, interest, sales." 
RESULTS 


FROM 


SWIFT & COMPANY DID— 
for 8,000 square feet “FOODS FOR 
YOUR ; g 


LIFE’ exhibit in Museum of Science and 
Industry, Chicago. Picture shows “Basic 


7"" food group story, with revolving 


EXH i BIT wheel, lighted transparencies, sound. 
Recent check showed over 80% of 


Museum attendance visits Swift exhibit. 


PROGRAM 


ONEIDA LTD, DID— 


for National Jewelry Show, with dominating, 3-space exhibit. Client 


said, “An outstanding job, was talk of Show."” Many dealers copied 
CONSULT 


space-saving, wall mounted display idea for silverware chests— 


developed by General Exhibits. Also adopted lighting treatment. 


a 


SPECIALIST! 


SD 
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| Next Month in AR... 


The Problem of Design in Pharmaceutical Advertising 
Reaching doctors, who are deluged daily by a flood of advertising, is a 
tough advertising problem. Kenneth Lavey and Elwood Myers, L. W. 
Frohlich art directors, present an inside story of the unusual techniques 
developed by pharmaceutical advertisers to solve this problem. 








Operation Sunburst—A Successful Summer Promotion Campaign 
Crosley Broadcasting Corp. set out to prove that radio and television can 
be effective in the summer. For four years it has staged “Operation Sun- 
burst’’—a major promotion and merchandising effort. Tom Diskin tells the 
story behind this highly effective campaign. 














What Makes a Good Production Manager? 

The production manager is one of the most important men in an adver- 

tising agency. He must be a technician . . . an organizer .. . an economist 
. an ambassador .. . and inquisitive. An agency executive tells why 

each of these tras is highly important. 





How to Produce a Radio Drama Show 
Jack Cleary, director of radio programs for the National Broadcasting 
Co., presents the third in his series of “notes” on the production of various 
types of radio shows. In this article he explains the business of assembling 
and presenting a radio drama. 








e@ Fearless Fosdick Captures Sales for Wildroot 
Earl Obermeyer tells how Al Capp’s dauntless detective hero is directing 
his talents toward capturing sales for Wildroot Cream-Oil hair tonic. 

e@ Magnesium Plates—A Step Forward in Letterpress Engravings 


OTHER A great future is indicated for magnesium plates. AR sizes up the situa- 

SPECIAL tion, tells what is being done, what is planned and how it affects admen. 
e@ Trade Customs in Printing 

PEATURES 


Many misunderstandings arise because printing buyers fail to understand 
“trade customs.” AR presents a basic list of these industry standards. 

@ Dad’s Root Beer Sells Routemen on Selling Signs 
A leading beverage firm is using an interesting incentive program to 
stimulate routemen inte placing more point of purchase signs. 
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if its LOOSE LEAR <ee 


“BINDERS 
That BULLD 


BUSINESS” 


High-quality Remington Rand Loose Leaf 
Binders are so easy to operate you knou 
page changes will be made promptly. 
“Customized” covers reflect the quality 


and standing of your company and prod- 


CATALOGS 
PRICE LISTS 
SALES MANUALS 


SERVICE MANUALS 


ucts. Your catalogs stay on the job 24 
hours a day... make it easy for your cus- 
tomer to buy. If it’s LOOSE LEAF, remem- 
ber Remington Rand. Send in the coupon 
today for “Binders That Build Business.” 


SALES TRAINING MANUALS PROCEDURE MANUALS 


PARTS LISTS VISUAL PRESENTATIONS 


SERVICE BULLETINS ENGINEERING DATA 


SPECIFICATIONS OPERATING INSTRUCTIONS 


Room 1969, 315 Fourth Ave., New York 10 


Kindly send free copy of ** Binders That 


Build Business’ —LL234 


Name 
Title 
Firm 


Add ress 


. for more details circle 648, page 101 
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. ” 


New Catalog Cover Selector 
Helps You Select Right Bindings, Stampings and Styles 


As 2 promotion man, you know that putting a layout, 


swatch or sample in a client’s or prospect’s hands is NATIONAL'S CATALOG COVER 
; ee SELECTOR SHOWS YOU: 


ee ” * * . ! ’ ° 
a “‘must’’. It helps him visualize! That’s what National ae ah Udine secteiis Shins te ccd 
Blank Book Company has done for you with this com- number 


plete Catalog Cover Selector. It shows a diverse line of Illustrations of all stock mechanisms and styles 
of binders 

binding mate » Color 6 pings and index tabs — 7 colored stampings on acetate sheets to place 

makes it easy for you and others to say, ““This is the over bindings to check different effects 

right catalog, sales portfolio or manual to represent our 12 color panels to show different types of stamp- 
elias Cin oe Catal ings (straight, embossed, screened, etc.) 

eas ~. oF ee Ses Indexes ... printed insertable or printed-cellu- 

, Cover Selector at your National dealer. loid-leather and copper holed reinforced. 


Write for the name of your nearest ote 
National Dealer and a 4-colored folder Abs 
showing illustration of cover designs 


and other pertinent information. hal AT a ° og A L & L A at ae eB o 3° * 
ve COMPANY 


Holyoke, Mass. « Dealers Everywhere 
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JUST BETWEEN US 


Customers Like to Know... 


While open houses are not unusual in the field of advertising pro- 
duction and supply, the idea of having customers come into the plant and 


actually see work going through has not been as generally accepted as its 
merit justifies. 


Most typographers, engravers, electrotypers, printers, lithogra- 
phers, art studios, paper houses, movie producers and others who serve the 
varied interests of advertisers try to get over the idea of expert crafts- 
manship in the production of their particular kind of work. But talking 
about craftsmanship is not nearly so effective as demonstrating it. And 


that means giving the buyer a chance to see just how each operation in the 
process is handled. 


Many of the important suppliers to advertisers make a big point of 
keeping their equipment and methods up to date. When a new machine or 
process is added, or a new department put into operation, there is an 


obvious opportunity to invite customers to visit the plant and see how the 
new facilities have been set up. 


Visits of advertisers and agency executives may be as informal or 
formal as desired. One customer alone may be taken through, or visitors 
can be handled in groups. In addition, displays of current work or other 


material of interest can often be provided as an aiditional point of 
interest. 


One thing I particularly like about the open door policy among 
advertising suppliers is that this demands good housekeeping, in the sense 
of maintaining clean, well-lighted and attractive quarters. In my own 


experience, I have often given a supplier a much higher rating after seeing 
the efficient way in which his operations are conducted. 


Buyers of advertising materials, supplies and services are inter- 
ested in the production of their requirements. They should be encouraged 
to see at first hand just how quality and service are assured and protected. 


G. D. Crain, Jr. 
Publisher 
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Sure —we all do--and 
it takes a top-flight service 
organization to keep you on 
top. Here are a few production 
tools that are yours for the 
asking by calling Pontiac. 
Seven services under one roof! 
Photography, Artwork, Color Process, 
Photoengraving, Litho Plate Service, 
Electrotyping, Typography. PLUS — 
Largest group of strip film cameras 
and electric etching machines in the 
U.S... . New velvet-edge halftone 
trimmed on Pontiac’s exclusive 
patented machine. . 
other advantages. 
If you'll invite us we'll be glad to tell you 
more, to your advantage, about Pontiac. 


.and many 





PONTIAC 
Cagraring Y and Electroly ef 










812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA I- on 


—_— 





. for more details circle 640, page 101 | 
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THE EDITOR’S 
NOTI 


We came across an unusual situa- 
tion the other day which presents 


an angle worth consideration by 
anyone who has to produce a hand- 
book, booklet or similar item. A 
printer we know has been turning 
out such items for many years. Plant 
employes considered them with a 
cold, uninterested eye. 

One job, very similar to others 
which had been going through the 
shop in normal fashion, had a price 
of 50¢ indicated on the cover. It was 
intended as a giveaway, but the ad- 
vertiser wanted to use the price to 
add prestige. 

There is no doubt that the price 
gimmick worked. By the time the 
night crew had finished imprinting 
the first batch, the run was over 50% 
short. It seems that almost every 
member of the crew, noting the price 
on the cover, decided that here was 
something that deserved his personal 
attention—and took a copy home for 
leisurely perusal. 


>Monsanto Chemical Co. (St. 
Louis) has released some interest- 
ing information turned up by its 
color consultant, Faber Birren. 
Seems that America’s kitchens are 
due for a change. Color expert Bir- 
ren cited the growing trend toward 
the use of color in kitchen appli- 
ances and plastic housewares. 

Says Mr. Birren: “Today the fa- 
vorite kitchen color is yellow. This 
is the best selling color in cabinets, 
counter tops, refrigerators and 
ranges. Next in order is green al- 
though heavy demand has suddenly 
risen for pink. 


“In housewares sales, dominant 
colors are yellow, flame red, bright 
green, vermilion, gray and lime 





BOOK 





Pink is showing signs of coming in 
as a long-shot winner.” 

Other color preferences reported 
by Mr. Birren: 

e Upholstery fabrics .. . green; then 
tan, brown, beige; next reds, grays 
and good volume for copper and gold 
tones and lime green. 

e Tablecloths emerald green, 
red, yellow, lime and gray—in that 
order. 

e Plumbing fixtures... pink, yellow, 
green, gray, blue—all popular sellers. 
e Wall tile . . . gray is tops, then yel- 
low, green, coral and pink, turquoise, 
buff and blue. 

e Bath towels .. . favorites: yellow, 
pink, black, gray, red and blue. Same 
for bath mats. 

Mr. Birren added some comments 
on future choices: “In general, over 
the past year, pink has had a strik- 
ing increase in popularity. Pale 
greens have risen but have shifted 
in tone to cool bluish greens. Gold 
shows excellent promise for the fu- 
ture and will probably go from high 
fashion to mass market. 

“Of high style colors dark gray 
has gone from exclusive vogue to 
mass acceptance and will probably 
keep on the upgrade. Very poor on 
the consumer’s color parade are 
purples, mustard, lilac, orchid, which, 
although heavily promoted, have 
met with stubborn resistance.” 

Probably worth checking to see if 
your next piece of advertising art is 
out-of-date colorwise ... and how 
about your packages for kitchen 


use? 


> Here’s one we 


should have added 


to our piece on picture postcards 
(Aug. AR): Italian Films Export 
(New York) is using black and 


Display typefaces in this issue . . 
Black; 23— 

& Bold italic: 
Spartan Black Italic; 
Ultrabold G Spartan Heavy; 


Bold; 63—Studio, 20th Century 


53—Venus Extrabold Extended G Spartan Black Italic; 
Ultrabold G Spartan Black 


ge 19—Venus Extrabold Extended, Tempo Heavy & Spartan 
20th Century Ultrabold, . G&G Spartan Black Italic; 


28—Tempo Heavy, ‘hand- lettering G Spartan Black Italic; 
39—hand-lettering G Spartan Heavy 


25—Bodoni Campanile, Bold 
33—hand-lettering G&G 
47—Studio, 20th Century 
57—Lydian 
Bold Extra 


Italic; 


Italic; 69—Radiant 


Condensed G Bold; 73—Stymie Extrabold G&G Cairo Bold; 79—-20th Century Ultrabold; 83—Bernhard 


Modern Bold, Bold Italic G Spartan Heavy; 87—Lydian Bold Condensed & Bold Italic 


; 91—Studio 


Lydian Cursive G Spartan Medium; 93—Bernhard Modern Bold, Bold Italic G Spartan Heavy. 


. for more details, circle 624, page 1 
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“BIG TIME’ SALEQ! 


when MILPRINT 


merchandising ideas 
go to work for you! 


Take any small American boy, shake well, and 

observe the large numbers of trading cards that appear . 

from pockets here and there. This insert lithographed 
Milprint’s long experience with trading cards has : % —— 

proved them a merchandising idea that seldom fails to yY 

boost sales . . . for whether they feature western stories, 

space cadets or sports figures, they put the kids strictly on 

your side when it comes to selling Mom or Dad! 


; hae ae . * \ 
These and other creative saleswinning ideas from Milprint, 
coupled with Milprint’s brilliant full-color lithography, can help INC 
you to bigger profits, too! For appealing lithography 


that stops and sells more customers, you can't do better PACKAGING “MATERIALS 
than rely on Milprint's unmatched facilities and experience | 
Call your Milprint man—first ! THOGRAPHY & PRINTING 


General Offices, Milwaukee, Wisconsin + Sales Offices in Principal Cities 


Printed Cellophane, Pliofilm, Polyethylene, Saran, Acetate, Glassine, Foils, 
Folding Cartons, Bags, Lithographed Displays, Printed Promotional Material 


er, 





eS Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are 
now available: 


101... Time and Cost Guide for Producing 
TV Films 
by Lee Randon 
February, 1953 25c 
. The Public's Preferences in Calendars 
February, 1953 25c¢ 
. .Do’s & Don’ts for Television Com- 
mercials 
by Harry Wayne McMahan 
March, 1953 25c¢ 
55 Ulcer Reducers for Exhibitors 
April, 1953 25c 
.. Do's & Don'ts for Better Engravings 
June, 1953 25c¢ 
. How to Design Packages for Self- 
Service 
by Frank Gianninoto 
May, 1953 25¢ 
. How to Build a Press Kit 
by Phil Richman 
June, 1953 25c¢ 
. Trading Stamps Build Repeat Busi- 
ness for Denver Merchants 
by Frank Lynn 
September, 1953 25c 
. How to Prepare Packages for Rack 
Merchandising 
by Arthur Weiss 
October, 1953 25c¢ 
. How to Prepare Jingles for Radio 
Spots 
October, 1953 25c 
. Money Saving Techniques for Busi- 
ness Films 
by du Maresq Clavell 
November, 1953 25¢ 
. Ford Establishes a New Method for 
Handling its Direct Mail Advertising 
November, 1953 25c 
.Repetition Plus Quality Materials 
Add Up to an Outstanding Cam- 
paign 
by Herbert Baker 
February, 1954 25c 
.A “New Medium” Gets Its First 
Major Test 
February, 1954 25¢ 
.How to Get Your Share of Free 
Television 
by Richard Marvin 
February, 1954 25c 
. Ford Uses Unusual Teasers in South- 
ern California 
by Phil Seitz 
March, 1954 25c¢ 
. Carnival Theme Builds Exhibit Ex- 
citement for Hudson Pulp & Paper 
by S. W. Franklin 
March, 1954 25c 
. The Great Premium Boom 
by Gorden C. Bowen 
May, 1954 25c 
.A New Approach to Display Pur- 
chasing 
by John E. Donegan 
February, 1954 25c 
136... The El Producto Story 
June,1954 25¢ 
Reprints of editorial features are offered 
here as a special service to AR readers 
Please send number and name of article 
with exact amount in coins, stamps, or 
check to: Reprint Editor, Advertising Re- 


quirements, 200 East Illinois St., Chicago 
11, 


Special prices available upon request for 
quantity order: 


Sorry, we can’t handle credit orders under 
$1. We'll be happy to bill you for larger 
sums 
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white cards featuring scenes from 
its new tv-film series, “The Three 
Musketeers,” to promote the show. 
Mailed from Italy, with colorful 
Italian stamps, the caras carry a 
promotional message “signed” by 
various members of the cast. 

As far as we're concerned, the 
foreign mailing gimmick is almost a 
sure bet to attract attention—and not 
too expensive, we’re told. 


> Evidence seems to point to suc- 
cess for Manhattan’s new Advertis- 
ing Display Center. Opened as “a 
permanent national exhibit for the 
point of purchase industry” this 
spring, the original paid space was 
sold out in 10 days. Latest report 
showed 154 suppliers now repre- 
sented in the free exhibit area and 
201 more who have requested space. 

While more space has been ac- 
quired, President Len Sturtz is al- 
ready looking around for space for 
contemplated expansion next year. 
A premium section has already been 


added to the exhibits. 


>» Advertising specialties are a too 
frequently unrecognized medium in 
many areas. But not so out in Des 
Moines. The Advertising Club of Des 
Moines recently devoted a meeting 
to the medium. 

One of the largest crowds ever to 
attend one of the club’s noon lunch- 
eons turned out—and all went home 
loaded with “loot.” Iowa manufac- 


turers of advertising specialties pre- 
sented the members with a collection 
of useful and appealing gifts to take 
home. In addition, there were some 
nice door prizes—representative of 
the many executive gifts available 
through specialty jobbers. 

The meeting was part of an ex- 
panded public relations program on 
the part of the Advertising Specialty 
National Assn. After several years 
in the planning stage, it looks as if 
the specialty people are really out 
to get proper recognition for their 
medium. 


>We must confess to being fans of 
the beauty contest circuit. But some- 
how we can’t seem to buy Bausch & 


Lomb Optical Co.’s “Miss Beauty 
in Glasses” contest. 

This year the winner was 19-year- 
old Libby Booth of Dallas (see cut), 
selected as “America’s most beauti- 
ful model who wears glasses.” But 
frankly, Messrs. Bausch and Lomb, 
wouldn’t you prefer to see Miss 
Booth sans glasses? 


> Those perfumed inks (see “It Pays 
to Smell,” Mar. 53 AR) are more 
popular than ever. Carl A. Ireton, 
vice-president of Specialty Papers 
Co. (Dayton, O.) recently told a 
New York meeting of the Package 
Designers Council about these uses: 


e A fresh-bread odor has been in- 
troduced into the waxed wrappers 
of bakery goods. 


e A rye odor goes into packages of 
crackers and bread. 

eChocolate “flavored” paper is 
being developed for packaging choc- 
olate cake. 

Then there’s the unique mailing 
piece sent out by Modern Romances. 
It had a die-cut illustration of a 
piece of cake—complete with a coco- 
nut aroma. 44 


PHOTOGRAPHERS LOVE 


“Remember, we haven't time to retouch 
. so get a sharp shot!” 
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INTERNATIONAL COLOR GRAVURE was the first Of, 


"elon 
gravure service house to publish a comprehensive Gr o 
° ° <e “tte 
mechanical requirements data book to aid in the prep- ss EST 60%, 57 AE. em 


7 


i 5 Odeips, ce . NEW Yom . } 
aration of rotogravure material for newspaper sup- Orting =e 


— 


International announces the issuance of a second edi- 


tion of the Mechanical Requirements Guide. In it 
are contained all the changes and latest information 


pertaining to mechanical preparation for gravure 
publications. 


With this book, the answers to your questions on 
gravure production are found, right at your finger- 
tips. Get your copy vow. It will be sent at your request, 
with the compliments of International Color Gravure. 


43 * Pivievag 
plements and magazines. Thousands of advertising 
production and art directors, printing buyers and 
publication men have found this guide of tremendous 
benefit to them. 
A New and Revised, Up-to-date 
Edition Now Available 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York17, N.Y. Telephone Plaza 3-9468 
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UP TO 10 FT. 
WIDE 





ON A THILCO prRINT-DECORATED 


PROTECTIVE PAPER! 


Adding “salesmanship” to this upholstered 
sofa protective wrap cost the Chittenden 
and Eastman Company just 2.3¢ ... power- 
ful advertising value with brand identity at_ 
less than the cost of a first class stamp! Spe- 
cifically, C & E’s attractive, traiemarked 
wrapper is a non-staining blond laminate, 
fibre reinforced paper for unusual strength 
— safer product protection. All, for an 
amazingly /ow unit cost. 





WHAT ABOUT YOUR PRODUCTS? 


Let Thilco Print-Decorated papers add sell- 
ing power and protection to your wrap- 
pings. Available in a wide range of base 
papers and treatments up to 10’ wide, Thilco | 
grades meet packaging’s most exacting re- 
quirements, whether for a spool of thread 
or a carload of machinery. What's your 
wrapping problem? 


Thileo FUNCTIONAL papers: 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bags. Write for sample kit. 








THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO « DETROIT « MINNEAPOLIS * CINCINNATI 





| 
. for more details circle 659, page 101 | 
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READERS WRITE 








Word from the Back Shop 


e Thanks for the complimentary re- 
marks about our “Growth & Prog- 
ress” promotion piece in your well- 
read “The Editor’s Notebook” (July 
AR). Glad you liked it. 

In spite of the fact that the pro- 
duction department is the “never a 
dull moment” section, we all find 
time to read your excellent publi- 
cation. Lots of fine ideas and articles. 

FRANK C. DONOHUE 

Production Manager, Industry & 
Power Publications, St. Joseph, 
Mich. 


Service to Education 


e Enclosed are Readers’ Service 
cards from the past two issues of 
AR. 

It might seem that a university 
would have little use for 
this information. However, 
for two purposes: 


some of 
this is 


1. To keep students currently in- 
formed with typefaces and devices 
. with 


(it is a good start for good p.r 





the manufacturer since many a buy- 
ing prejudice is formed in school). 


2. The commercial art department 
here, although large, is expanding 
and we are in the process of ordering 
as much equipment as well as keep- 
ing up with as much information as 
we can so that the student, especially 
in his last year, will have a sort of 
mock-up art agency or advertising 
agency program to work under. For 
example, we are rapidly taking over 
the design and layout plus finished 
art of many of the university pub- 
lications, books, booklets, broadsides, 
etc. 

We only began subscribing to AR 
a couple of months ago. How the 
department has been getting along 


without it, I don’t quite know or 
understand. It is a good journal. 
Stuart C. VAN ORDEN 
School of Fine & Applied Arts, 
Ohio State University, Columbus 





Printing Survey 


e To be a little superfluous with a 
superlative, I found your study, 
“How Advertisers and Agencies Buy 
Printing,” more than “highly inter- 
esting and useful.” No matter how 
well you feel you know your cus- 
tomer or prospective customers and 
their needs, there still remains that 
cloud of doubt as to whether you’re 
really meeting those needs. Your ob- 
jective and comprehensive report 
has dispersed that cloud to a great 
extent. Thanks very 
invaluable service. 
Ray WINGFIELD 
Advertising Manager, Carl Gorr 
Printing Co., Chicago 
AR readers will find the results of 


much for an 


this survey on page 39. Advance 
copies were sent to a number of 
printers. ... Ed. 


Daytime Radio Serials 


e Because a how-to-do-it article on 
writing a daytime radio serial is a 
rare thing indeed, I’m taking the 
liberty to thank you for your most 
coherent, most helpful article in the 
July AR (“How to Produce a Day- 
time Serial” by Jack Cleary). Be- 
cause it came to my desk just one 
short week before I take over the 
creation of such a show, I read it 
avidly. 

FattH BAILEY 

Winthrop, Mass. 


peennennneonatnion 
A New Address 


AR’'s New York office has moved. 
All correspondence addressed to 
Eastern Editor Ted Sanchagrin or 
AR’s eastern advertising staff should 
be sent to: 

Advertising Requirements 
480 Lexington Avenue 
New York 17, N. Y. 

The new phone number is PLaza 
5-0404. 

AR's Chicago headquarters re- 
main at 200 E. Illinois St. 











THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD! 


Cin FIONE-vYou WIN! 


The lightning- fast way to use Ben-day! 248 individual patterns! Processed on 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) . . . and réverse patterns (white). Just strip it on... burnish it 
down ...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 
FALYPE 
CIRAFHIVPIE - YOU WIN! 
Alphabets ... Numerals .. . Symbols... in all popular styles and type sizes! On 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation... saves 
money for artists, designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 


reproduction! FREE pattern chart at your Craftint dealer, or write direct. 
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at) Now available in Strips, 
PREMIUMS ete | 





Information Wanted 


The following letters are typical of 
many received by AR. In all cases 
PACKAGING Indelibly hand-signed on whatever articles we try to supply as muclr helpful 
you may wish to sell or give away WILL information as possible. However, 
automatically enhance the attractiveness 4 we are regularly publishing some of 
and value of your particular product! the letters in this column with the 
Now you can do it — on practically any thought that perhaps some of our 
at) surface — with this magic 23K gold foil! readers would like to assist us in 
Naan tE You can personalize premiums, packages ; providing desired details. . AR will 
and novel promotion items this way at g@@iyrrar gladly tonne “ee —" er 

ia actually trifling cost! Find out OE to such requests... . Ed. 
a ULL By how many different ways YOU agar 

mai} can well use GOLDMARK "  EARIDO CORP. 

to good advantage! 





Names in Gold... 


® In a recent issue you featured a 
‘ new production control board which 
s TL Ba a I believe went by the firm name of 


' New York 16, N.Y. Productrol. Would you please send 
e me the name of the firm which makes 
THE Bid this board or any literature which 


may be available on this subject. 
493 C Street, Boston 10, Mass. eine Widens 


Aluminum Co. of America, Pitts- 
. for more details circle 621, page 101 


ee a a ee burgh 


| © We would very much appreciate 
E <= } “ars it if you could give us a list of good 
premium houses where we may 


that D ° / secure catalogs for premium prizes. 
aA~tE erent : H. M. Besser 


President, Besser Paper Co., 





POLORON POLORON Montgomery, Ala. 
TARTAN TOTERS TWO-TIMER © We are interested in procuring 
Authentic plaid design...Keeps contents IT’S AN ICE BUCKET... information relative to the mail 
fresh and cold 48 hours or longer! IT’S A FOOD WARMER! 


order business. We would, therefore, 

appreciate your forwarding to us 

| whatever articles may be procured 

through your publication. 

we ‘ Georce H. Merritt 

& 7 a Advertising Manager, Milton 
= Qa Bradley Co., Springfield, Mass. 







» 


e 
i" 
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, 












© I would appreciate more informa- 





No. 55 W “Gentleman Jim” tion on decals—that is, names of 
Sophisticated, colorful montage of liq- firms who make or supply same. 
| uor labels and recipes. ; . ry 
No. 55 C “Gay Nineties” You had an interesting article in the 
No. 711 ae — humorously illustrated April, 1953, AR on this type of mer- 
: n full color. ; 
Four Gallon Capacity ‘ ed chandising. ‘ 
Weight, one to carton, 11 Ibs. No. S7A “Silver King B 
Rich, silver-like textured aluminum. Cari J. RICHARDS 
oe No. 58N “Golden Glow” Advertising Staff, E. E. Taylor 
Two gallon capacity Embossed, deep-toned copper plate. Cor Fre +. Me ? 
Weight, one to carton, 6 Ibs. All have 312 quart capacity. Shipping orp., Freeport, Me. 
No. 709 Weight, 2% Ibs. 
One gallon capacity Individually packaged in e We are interested in getting the 
Weight, one to carton, 4 Ibs. 


self-mailing gift container 
Shipped in individual cartons. Six units per shipping carton. 


POLORON PRODUCTS, INC. 


NEW ROCHELLE, N.Y. * SCRANTON, PA. 


names of firms who specialize in self- 
liquidating premiums. Will you 
please send us names and addresses 
of some reliable firms? 

ROWENA KIMZEY 

John Cohan Advertising Inc., 
. for more details circle 644, page 101 Salinas, Cal. 
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YOU 
ONT 
THE 
SPOT... 


PN la te VN 
ele Ve 


AC a Et 
a eee 

Attractive... 

mee) 


SELLING 
MEDIUM 





The Free space on dealers’ windows, truck panels 
and dispensers offer unexcelled potential advertis- 
ing value. Eye-catching American decals effectively 
and permanently utilize this space to promote your 
brand and product, or service to thousands of shop- 
pers cach day. They tie in your other advertising 
efforts at the point of sale and help assure con- 
tinued dealer cooperation. Field tested for dura- 
bility, American decals stay “on the job” for years 


delivering your message day and night. 


FREE! Write today for Free full color brochure 


and samples 


H 38) | me 
AA merican Decalcomania flo. 
4334 W. Fifth Ave., Dept. B, Chicago 24, til 
Lali} Pr taLed tar) fara at: | New York «- Windsor, Ont. Can 


Offices in all principal cities 
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® Can you tell me where I can find 
a recent listing of U. S. advertising 
agencies and their clients? I am par- 
ticularly interested in the Phila- 
delphia, Baltimore, Washington area. 
GeroLtp HOLLEN 
Sgt., NGUS, Public Information 
Section, 2d Transportation Port 
Command C, APO, San Fran- 


cisco 


Moronic Cartoon? 

e The “cartoon” (a loosely used 
term) from page 66 in the July AR 
(see cut) is not only not funny, but 
definitely shows bad taste. I hope 
just one other person feels the way 
I do about this “cartoon” and lets 
you know. 


“What'll I do with this arm I found in 


the paper cutter?” 





Somehow, you must have over- 
looked this in your “make-up.” No- 
body could think it’s funny. Believe 
me, I do have a sense of humor and 
“junk” like this really irritates me. 

Perhaps though, the added touch 
of the blood dripping from the stump 
might appeal to some moronic type 
individuals who read horror maga- 
zines. Not to your readers, though. 

Let’s not have any more of this 
type of “cartoon” and maybe Mr. 
Spahr would like to write to me and 
explain what he thinks is so funny 
about his work. 

RosBert JACKSON 
Production Manager, Baker, 
Johnson & Dickinson, Milwaukee 


e On page 66 of the July AR there 
appears a very amusing cartoon. We 
should like very much to use this 
cartoon in our Shawmut Bank 
monthly newspaper, the Sales Team 
News, devoted to our business devel- 
opment work and distributed to our 
entire staff of some 1,700 people. 
Henry D. SOUVAINE 
Business Extension Division, 
The National Shawmut Bank of 
Boston 


Trick Photography 


e Anyone who could combine the 
middle photograph with the top one 
and get the bottom picture (see cuts) 
is a magician! 


The pitcher has changed—appar- 
ently into an ice bucket; the table or 
cart is at a different angle, and the 
polished top has sprouted a foliage 
reflection. 

I don’t doubt that two photos were 
combined to produce the bottom one, 
but let’s see the right two. 

Hat TAYLOR 

Newark 
Sharp-eyed reader Taylor caught 
AR asleep at “the switch.” The pic- 
tures were from the article, “The 
‘Taking’ of a Man of Distinction” 
(July AR). What apparently hap- 
pened is that the top two pictures 
were black and whites taken just 
before the color shots were made, 
while the bottom picture is a com- 
posite made up of the two color 
shots. It’s rather obvious that there 
were some changes made between 


shots. Unfortunately, the original 
color photographs are not available. 
io. 





a 





Plus This... 





Equals This . . . To put the product in a 
prominent position, the top two photo- 
graphs were combined for the effect 
shown in the bottom illustration. 





Attractively printed Gair shipping boxes double 
as sales promotion aids— giving prominent dis- 
play to brand names while traveling through the 
channels of distribution. Prospects along the 
way—from factory to warehouse, to store, to 
home—see these sales messages. 


Look around. You'll notice that products from 
paints to peanuts, from soaps to stoves carry 
colorful, well-printed identification on their 
shipping boxes. 


What about yours? 


Gair Container Plants: 


CAMBRIDGE, MASS. + CLEVELAND, OHIO - 


HOLYOKE, MASS. - 


Remember, this traveling display is economical. 
You own the “billboards”. . . for just the cost 
of plates and printing you add a strong link to 
your promotional chain. 


To learn how your shipping box can double as a 
sales promotion aid, check with the Gair plant 
nearest you. Learn, too, how Gair’s assured 
supply. source, engineering ability and delivery 
service help give you the best in corrugated or 
solid fibre shipping boxes. 


Ask for a copy of the Shipping Case Handbook. 


LOS ANGELES, CAL. - MARTINSVILLE, VA. 


NO. TONAWANDA, N. Y. « PHILADELPHIA, PA. - PORTLAND, CONN. - RICHMOND, VA. - SYRACUSE, N.Y. - TETERBORO, N. J. 


SHIPPING CONTAINERS 


GAIR Rte 


e 


ROBERT GAIR COMPANY, INC. + 


155 EAST 44th STREET = 


PAPERBOARD 


NEW YORK 17 
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Stickin Around 





with KLEEN-STIK ; 
“SLOW DOWN and LIVE”... 


is the sound advice that Safety Co- 
ordinators in 24 states want to impress 
on American motorists. To accomplish 
their life-saviag objective, they distrib- 
uted thousands of promotion kits thru 
business, school, civic and other groups. 
Among other potent material, kits con- 
tain two widely used pieces printed on 





KLEEN-STIK —the moistureless, self- 
sticking adhesive that gets advertising 
up and keeps it up! 
a . i oo 
i& <> | © y 
A413 i? 
‘wei Anat a ~~ 
NOEL Uv 
These “‘sticklers for safety’? were de- 


veloped by the Mass Marketing Insti- 
tute, under the direction of HAROLD 
EAVES. Brilliant bumper strips employ 
KLEEN-STIK’s tried and true sticking 
power that holds tight to bumpers . . . as 
well as on windows, gas station pumps, 
etc. RIDER & DICKERSON, Chicago, 
did the bold black printing on KLEE 
STIK Yellow Litho stock. 


2 
7 
; 
‘ 
; 
; 
; 
; 
; 





Truck signs are provided, too — printed 
on rubber-saturated KLEEN-STIK 
FLEX-STIK. Same easy peel-and-press 
application—plus super-resistance to 
weather, oil, grease, and scuffing. 

The Coordinators and MMI deserve 
everyone's support. And KLEEN-STIK 
is proud to be helping millions to “Slow 
Down and Live”! 


IN CASE OF FIRE 
USE THE ANSUL EXTINGUISHER AS FOLLOWS 


| ANSUL Chom E myn 


Som ae a 





heinilinn Safety Angle: 


ANSUL CHEMICAL CO. of 
Marinette, Wis., has another 
safety-wise idea. Vehicles 
equipped with Ansul Fire Ex- 
tinguishers display dashboard 
instruction labels, developed 
by Asst. Ad Mgr. JERRY 
FRIEDMAN, and printed on 
KLEEN-STIK Kromekote by 
HAMMERSMITH-KORT.- 
MEYER, Milwaukee. Seeing 
the label time after time gets 
extinguishing tactics down pat 
in emergencies. Clever life- 
and vehicle-saving idea! 


Self-sticking KLEEN-STIK saves 
lenty of time and money, too! Nothing 
ike it for streamers, back-bar si ns, 

shelf strips, hundreds of other P.O.P. 

uses. Ask your printer or litho man for 

samples and ideas. . . or write today for 
the ‘“Idea-of-the-Month” service —it’s 


free! 
KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, iil. 
Pioneers in pressure sensitives for Advertising and Labeling 
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How 


i SOLVED IT 





Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 


ADVERTISING REQUIREMENTS, 200 E. Illinois St., 


Chicago 11. 


No material will be returned unless specifically requested, 
and accompanied by return postage. 


We Get Good Engravings 
From Typewritten Copy 


We wanted to get the “bounce” of 
typewritten copy into our ads and 
found that a method long used for 
offset reproduction of typewritten 
copy works equally well for engrav- 
ings. 

We clean the typewriter keys well, 
throw the ribbon to “off” position 
and type through a fresh sheet of 
carbon paper onto white paper. Cuts 
that result are clean and sharp and 
that extra “bounce” that a normal 
typewriter has adds realism to our 
cuts and makes our ads really stand 
out. 


JAMES MATTHEWS 
Advertising Manage 
Brothers, 


r, Washer 
Fort Worth 


Factsheets Solve Problem 
For TV Sales Department 


Our sales department, faced with a 
growing number of tv stations com- 
peting for national spot business, 
needed low-cost presentations on 
local tv personalities. The usual 
costly folios were out of the question. 

We devised a sales factsheet to give 
timebuyers complete background in- 
formation on each of our participating 
programs. With one exception, we 
have been able to confine copy to a 
single page. The heading for each 
presentation includes program title, 
star name and picture, station identi- 
fication and artwork illustrating pro- 
gram title and type. Headings, sup- 
plied by a local printing house, are 
in two colors on colored stock. 

The body of each presentation gives 
information about telecast time, pro- 
gram format, background of per- 
sonality, sales successes and /or cur- 
rent and past sponsors. 

We run the copy on our own Multi- 
graph machine and total cash outlay 
for the entire operation is less than 


6¢ per factsheet. Copies of each pres- 
entation are forwarded to all offices 
of our national representatives and 
are used with a cover letter in an- 
swering mail inquiries as well as by 
our sales staff when calling on local 
and regional advertisers. 
JOHN TURNER 
Promotion Director, 
WNBF-AM-TV, 
Binghamton, N. Y. 


Simple Way to Make 
Ink Reservoir on Pen 


By using a small rubber band and 
a few inches of masking tape you 
can convert a drawing or lettering 
pen into a pen with a built-in reser- 
voir in a few minutes. 

First you place the nib in a pen 
holder and stretch the rubber band 





around the tip of the nib (Illustra- 


tion 1). Then, holding the rubber 
band under tension, you wrap the 
masking tape around the pen holder, 
thus taping the rubber band in place. 
With a razor blade trim the portion 
of the rubber band above the mask- 
ing tape (Illustration 2). 

The pen is now ready for use (Il- 
lustration 3). The rubber band 
stretched across the underside of the 
nib tip will trap two or three drops 
of ink with every dip of the pen. It’s 
a good idea to wash the rubber along 
with the nib after using the pen and 
to keep the rubber band disengaged 
when it is not in use. 

Lou DeEzarLo 
Fisher Advertising Service, 
Brooklyn 





Dual-purpose 
: T 7 ‘ould hardly find a more versatile paper 
ELLUGLOSS ENAMEL y ee 
" “ k d b than St. Regis Cellugloss Enamel! — the fine printing 
is backed by great 


paper with the plasticized surface. 
In lithography or letterpress, it permits a full range 
of tonal values . . . solids print without mottle. 
er OrTnance By both processes it reproduces color in full brilliance. 
P And... the printed piece, whether litho or letterpress, 


withstands hard usage by the customer. 


Le St. Regis Cellugloss is the enamel paper leading printers 
jj €CO] by like to stock ...confident it will meet all requirements 


of quality for offset or letterpress jobs. 


Name of Printer on Request 


: The Job ...8 different pamphlets and folders 
Record produced on | sheet 
of the use of ' 1.100.000 items in all 


. ‘ . 60,000 sheets run 
St. Regis No. 80 Cellugloss Enamel ....4-color Miehle 52” x 76” Ofiset 


(Twice Through ) 
Er Me 


Results Obtained Cellugloss 
Enamel 


Performance 


Industry 
Standards 


Makeready Time 12 hours 1412 hours 
ASK YOUR PAPER 


MERCHANT FOR A . 

ST. REGIS CELLUGLOSS : Running Time 
ENAMEL DEMONSTRA- = (Impressions per hour) 
TOR. SEE FOR 

YOURSELF THE REPRO- 

DUCTIONS OF THE 

SAME COLOR PHOTO- 

GRAPHS IN LETTERPRESS This job required particular care in makeready. 


AND OFFSET. Exact register was a “must.” Cellugloss Enamel was an 


4,209 per hr. 4,525 per hr. 


ideal choice! For Cellugloss Enamel permits each 
dot of heavy as well as light tone value to reproduce with 
a7: ini ion. Nor i 1] 
W orkability i nine lateral absorption. Nor is that all! Due to 
the resiliency and unusual folding strength of Cellugloss 


Advantages a 
& Enamel, good cost-savings were effected on this job. 


St, Regis Printing Papers are manufactured by ot. Regis Sales Corporation 


St. Regis Paper Company, one of America’s largest paper ' oe i 
Sales Subsidiary of the St. Regis Paper Company 


230 Park Avenue, New York 17, N.Y. 


manufacturers, with resources ranging from raw 
material: in its own forest preserves to modern mills 


and plants and nation-wide distribution. 


St. Regis printing papers are backed by performance records 
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“aan ELECTRIC PEEPAEEREEEEEE 


Lkotape 


RECORDER 


} 


ore 
~ 


0 


for automatically synchronized 
audio-visual presentations 


FOR USE WITH ANY AUTOMATIC SLIDE OR FILMSTRIP PROJECTOR 


With the sensational new EKOTAPE CINAUDIO Recorder, used with any automatic 
slide or filmstrip projector, you can quickly and easily make your own complete 
and fully automatic sight-and-sound presentation, up to an hour in length! No 
experience is needed—an amateur can obtain perfect results. 
How It Works + EKOTAPE CINAUDIO is actually two recording/reproducing 
units in one compact case 
continuity for the slides. 


. One unit records...and plays back... the voice 
The other records an inaudible impulse on the 
tape at each point where a slide change is desired. On play-back, this 
inaudible impulse automatically selects the proper slide to correspond to 
the voice continuity. Result: An inexpensive, automatic audio-visual 
presentation which is free from signal noise—and which can be erased, 
edited, cut and spliced at will to meet special needs! 

No other machine, device or system can compare with the 

EKOTAPE CINAUDIO for producing flexible, practical, 

economical sight-and-sound presentations. 


Write for full details 





FEATURES AND ADVANTAGES 






1. No audible signal 
when slides are 


5. Can be used as 
standard two-speed 
twin track tape * 


changed 
2. Ekotape “runs the recorder (without slide 
projector) 


show,” leaving oper- 
ator free during 6. Fully " hemana 
presentation and easily portable 
3. Simplest recording 7. Nothing to break, 
and ployback wear out or get out 
4. Works with any of order 
automatic slide or 8. Permits changing 
filmstrip projector presentation. 


WEBSTER ELECTRIC 


RACINE WISCONSIN 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 
WEBSTER ELECTRIC COMPANY, RACINE, WISCONSIN - EST. 1909 
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Koppers Co. Tells How 
To Keep Displays Busy 


We had two problems—how to 
make effective use of our trade show 
displays during the 90% of their life 
span they were packed in crates be- 
tween shows, and how to provide 
sales offices, division headquarters 
and even plants with attractive prod- 
uct displays to liven up reception 
areas. 

We combined the two problems 
and came up with a single, satis- 
factory solution. 

Now, when a display unit comes 
back from a trade show, we scout 
around to see where it might be use- 





ful: in explaining one of Koppers’ 
products to our visitors or employes. 
Of course, we reserve the right to 
reclaim the display for short periods 
of time if it is again needed for a 
trade show. 

W. P. RarNnes 

Assistant Advertising Manager, 

Koppers Co. Inc., Pittsburgh 


Siock Item is Available 
For Making Broken Lines 


Here’s a faster method of making 
broken lines, arrows, dots, etc. for 
line charts than by usins; Zip-A- 
Tone, as was suggested in the May 
AR (How I Solved It, page 16). 

Broken lines, dots, etc. are avail- 
able as stock items on thin strips 
of acetate with a gummed surface 
on the back. The strips come in a 
variety of widths, styles and colors 
and can be used for charts and maps 
of all types. With the strip, charts 
can be reused or changed without 
a major production problem. They 
are easily removed and can be used 
several times. 

The strips described are manufac- 
tured by Chart-Pak Inc. (Stamford, 
Conn.). 

C. H. Fercistox 
Advertising Department, 
Mfg. Co., Pittsburgh 


Ruud 





AR presents the ninth in its series of salutes to the 


nation’s favorite advertising suppliers .. . as picked 


Kiet shred : by our readers. The names below represent suppliers 
~ dishiguished service ; 
who have been recommended by AR readers since 


lo the the July issue went to press. 


advertising profession 


Advertising aw Requirements 


elabihe O 


thee 


Wont 


Sign Manufacturers 


Bankette Co. 
Diamond R. Sign Co. 
Harry H. Glass & Bros. 


Price Brothers Co. 


op 


Paper Supply Houses 
Harbor Paper Co. 


Toby Paper Co. 
>>rm> 


Artists 
James Hawkins 


Bill Heede 
>>> 
Advertising Specialty 
Manufacturers 
Childs Inc. 
>>> 
Public Relations Counsul 


Enterprises of Lynn Wilson & 
Ellen Wadley Washingator 


Mailing List Suppliers 


Oxford Direct Mail Service Whittie: 


Printers 

Cavanagh Printing Co. 
Composition Service Co. Albany 
The Gazette Press Schenectady, ! 


A. P. Johnson Co. 


Grand Rapids 


Dorr A. Spencer Schenectady, N 


Mich 


Y 


Stark-Rath Printing Co. San Francisc 


>>> 


Photographers 
Cal-Printers Inc. 
George Dorrill 


Pitt Photo Lithograph Co. 


>rm> 


Engravers 
Austin Empire Engravers Albany, ! 


Roberts Engineeering & 
Litho Plate Co. 


>Dr> 


Display Producers 
Konze-Paulus Advertising 


William Sanford 
Displays 


>rm> 


Motion Picture Producers 


McAlpin 
Productions 


Package Designers 
Gereke Alien St. Louis 
Alan Berni & Associates New York 
Paperbox Corp. Oakland, Cal 
T. J. Smith Box Co. Fort Smith, Ark 


Ed Sullivan 


>r> 


Decal Manufacturers 


Durochrome Co. 


>r> 


Wood Specialties 


Baxter-Ramsey 


>r> 


Transcription Producers 


Premier-Hard castle 


>rm> 


Model Agencies 


Patriciec Stevens 


>r> 


Typographers 


The Adcraft Typesetting 
Services, Inc. 
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We said 
it in 







four of oUF 
f its 


_for only 
equaled the secret © 


December 
of 49... 


ingredients: 












minw 


Today 
it's more 
Timely 
than 
ever! 


genious 


developed during 
of pioneering plas’ 


seven years 


plates. 


be- 
These critical differenc 
‘ty PlastictyPe and 


Tear-sheets 
equal in every respes 


' 
finest electro: 


For ten years now newspaper 
advertisers have been “insuring” their space 
expenditures against reproduction failures by using Reilly 
Plastictypes. With today’s keener competition and sharper cost-. 
consciousness, it makes more sense than ever to investigate the 
many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


* PLASTICTYPES 
* REILLYTYPES 
You can Really Rely on F | 11 ¢ TREATED ELECTROS 
° BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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. for more details circle 647, page 101 
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or Better Press Releases 


A lot of wasted effort is going into press releases—mainly because they fail 
to provide what the editor needs. AR presents a helpful list of do’s and 
don‘ts to enable readers to get better results from their publicity efforts. 


By Dick Hodgson 
AR Managing Editor 


Nowhere in the field of promotion 
is so much time, effort and money 
wasted as on press releases. A quick 
look at the wastebasket of any busi- 
ness publication editor will leave no 
doubt about it. 

The average business publication 
editor uses only 20% of the releases 
he receives and complains bitterly 
about the vast number of publicity 
hand-outs he gets daily that aren’t 
of the slightest value to his publica- 
tion. 

On top of this, editors consider 
only 27% of the releases they receive 
“good” and hang a “poor” label on 
52%. 


> These were some of the most tell- 
ing facts revealed in a survey just 
completed by AR. Some months ago 


we decided that the majority of ad- 
vertisers just didn’t understand how 
to get the most value from their 
often expensive publicity programs 

. and that something should be 
done about it. 

Being a relatively young publica- 
tion, however, we didn’t want to 
“sound off” without first getting some 
verification of our thoughts .. . so 
we asked over 300 editors of other 
leading business publications to help 
us provide some concrete suggestions 
on how to make press releases more 
effective. 

The interest of editors in such a 
project was evidenced by the better 
than 50% return we received on our 
survey. We asked the editors to an- 
swer some basic questions and to give 
us their suggestions for a list of “Do’s 
& Don’ts for Better Press Releases.” 


> AR asked these questions: 


1. Approximately what percentage of 
press releases received do you use? 
e The answers ranged from 75°, to 
less than 5%, with the average of 110 
replies being 20°7. The largest single 
category was 10°, with 40 editors 
giving this estimate 


2. What percentage of press releases 
received do you “good” 
releases? 

e The average of 108 replies was 
26.7%, with individual answers rang- 
ing from 80% to 1%. 


consider 


3. What percentage of press releases 
received do you consider “poor” re- 
leases? 

e The average of 104 replies was 
51.6%, with individual answers rang- 
ing from 95% to 5%. Several editors 
changed the word “poor” to a more 
emphatic adjective. 


4. What percentage of releases do 
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you use with little or no rewriting? 


e 75% 2 
© 50% 8 
@ 25% 10 
e A few 48 
e None 49 

Total replying 117 


Several editors amplified their an- 
swers by stating that they “cut most 
of them.” 


5. Do you prefer to have a brief sum- 
mary of the material in a release 
accompanying the release itself? 


e Yes 26 

e No 12 
e Only in the case of long 

releases 78 

Total replying 116 


6. Do you object to photographs 
smaller than 8x10"? 

e Yes 18 
e No 85 


Do’s and Don'ts 





One place where many firms fail com- 
pletely in their publicity efforts is in the 
handling of photographic releases. The 
editors cooperating in this. AR project 
had plenty of suggestions to offer: 


DO 


@. . . caption your photographs, regard- 
less of whether or not they are accom- 
panied by a press release. 

@... hire a good photographer. 

@. .. leave a white border around your 
photos so that the editor can use it for 
instructions to the engraver. 

@. . . use imagination in your photo- 
graphs. A little extra thought may be the 
prime factor in getting your photo into 
print. 

@... go easy on retouching photos. Prob- 
ably the best guide is: If the retouching 
is obvious, you've gone too far. 

@... make sure all head sizes are the 
same when sending a group of portraits 
for use with the same release. 

e. . . limit cheesecake photos to those 
publications which use such material. 
If you aren't sure, your best bet is to 
include a straight photo. 

@. . . make your pictures believable— 
don't put a fashion model in the latest 
Paris creations in a kitchen, etc. 
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e In some cases 9 
Total replying 113 
Many editors added additional 
comment on this question. Several of 
those who said that they didn’t object 
to photos smaller than 8x10” specified 
that prints should be at least 4x5” or 
5x7”. Those giving the “in some 
cases” answer specified that the sub- 
ject matter should be the primary 
factor in deciding the size of the 
photo. 


7. Do you like to receive electros 
with releases? 


e Yes 8 
e No 87 
e In certain cases 22 

Total replying 117 


Most of the editors indicating “in 
certain cases” said that electros were 
okay if they were the right width and 
proper screen. Others indicated they 


for Photo Releases 


@... indicate the source on the back of 
pictures sent with releases—even if cap- 
tions are attached. 

@. . . indicate ‘which end is up” when 
sending a photo in which this point is 
not completely obvious. 

e... use stiffeners when sending photos. 
@... make captions easy to remove from 
photographs. Best bet is to have caption 
sheets perforated so that they can be 
neatly torn from photos. 


@... identify everyone in a photograph. 
DON'T 

@... use paper clips or staples on your 

photographs. 


@... request that photos be returned, ex- 
cept in special cases where you have 
supplied the editor with pictures at his 
own reqvest. 

@. . . ask the editor to request photo- 
graphs “if he wants them.” If your re- 
lease requires photographs for illustra- 
tion, invest enough money in the project 
to include photos with the original mail- 
ing. 

@...send group photos where everyone 
is looking at the camera, unless this kind 
of pose is specifically requested. 

@... try to plaster your brand name all 
over photos. 

@. . . overprint identifying material on 
photographs, unless it is in an area 
which will obviously be cropped by the 
editor. 

@. . . furnish product data on backside 
of photo unless the same data is in- 
cluded in a separate release. 


@. . . send photos separately from re- 
leases they are intended to illustrate. 
e@... send matte prints. 

@. . . use the same photo for releases 


which will be used in ads. 


desired electros only in the case of 
new product releases. 


8. Do you ever bill the firm or agency 
involved for engravings made from 
photographs accompanying press re- 
leases? 
e Always 10 
e Sometimes 16 
e Only when specifically au- 
thorized by the sender of 


release 14 
e Never 78 
Total replying 118 


> While these statistics should help 
guide in the handling of press re- 
leases, the real “meat” of the survey 
was found in the list of “Do’s & 
Don’ts” compiled from the editors’ 
suggestions. A complete list follows, 
but there are a few major points 
which deserve some discussion: 

e Know your publications and send 
only material which is of value to 
the specific publication to which 
sent. 

This is the most important point to 
be emphasized, say the majority of 
editors. AR is probably typical. Al- 
though we don’t carry personnel 
notes, changes of business addresses, 
earnings reports and similar items, 
such information is featured in over 
50% of the releases we receive—all 
of which go promptly in the “round 
file” with but a cursory glance. 

Don’t let anyone sell you on the 
approach: “Send it, some sucker may 
use it—so what have you got to lose? 
If just one editor picks it up, you’ve 
paid for the cost of sending out the 
release.” 

There is no question that a large 
number of publicity men—including 
some of the larger “public relations” 
organizations—use this approach. But 
the editors’ reactions give clear evi- 
dence that there is plenty to lose. 

It comes down to the old folk tale 
about the boy who cried, “Wolf!” 
Just the name at the heading of some 
releases is like a flag indicating “pay 
no attention” .. . and these releases 
may go into the wastebasket un- 
opened. 

Even if the releases are read, they 
probably will receive far less consid- 
eration than similar releases from 
firms which send only information of 
value. Since most publications re- 
ceive far more material than avail- 
able space permits publishing, the 
firm which helps the busy editor by 
limiting its releases to information of 
value will stand the best chance of 
getting its releases into print. 


e Keep your releases to a reasonable 
length. 

Verbosity seems io be a common 
malady of release writers. While it is 
important to include all essential in- 
formation in press releases, the vast 





majority of them would receive 
greater consideration from editors if 
they weren’t so long. 

Frequently long releases have the 
essential information so diluted with 
drivel that it is a major task to pre- 
pare an acceptable item in the time 
available. Many release writers try 
to include information of interest to 
a large number of completely differ- 
ent publications in the same release— 
thus lessening chances of its use by 
any of the publications. 

Another common fault is that too 
many subjects are frequently cov- 
ered in a single release. Sometimes 
it seems that the publicity writer 
saves up his news for a couple of 
years and then tries to cram it all into 
a single release. If you have separate 
subjects which will be of interest to 
the editor, send separate releases 
when the news is the most timely. 


e Don’t try to make news out of 
something that isn’t. 

Editors aren’t as gullible as many 
publicity writers seem to think. 
Minor changes in a product, for ex- 
ample, shouldn’t be passed off as a 
“major development.” Even if the 
editor bites once, his readers will 
soon let him know about his mistake 
and, in the long run, the company 
which sent out the release will suffer. 


e Avoid the use of Hollywood adjec- 
tives. 

It’s natural for a publicity man to 
think of his subject in glowing terms 
—but they should be saved for adver- 
tising copy and not press releases. It 
not only makes it tough to find the 
“meat” of your release, but it’s nat- 
ural for editors to question anything 
that requires superlatives to describe 
it. 

Robert E. Lewis, editor of Trailer 
Dealer Magazine, gives an interest- 
ing suggested rule of thumb: “After 
the release is prepared, take out half 
of the adjectives used to describe the 
product. Then re-read the release 
again and take out the rest.” 


e Write for the editor and not your 
boss. 

This may not be the best place to 
emphasize this point, but it is an im- 
portant one. The stock answer public 
relations agencies usually give when 
their releases are criticized by edi- 
tors is: “We understand what you 
want, but the client wanted it that 
way.” 

Maybe so, but we have noticed that 
the best publicity men are able to sell 
themselves to the client in such a way 
that he accepts their knowledge of 
editors’ wishes as one of their most 
important values to him. 

Here are some suggestions on what 
the editors do and don’t want: 


The Editors’ Pet Gripes 


Editors surveyed by AR were asked 
to tell their “pet gripes’’ about press re- 
leases. The answers were many and 
varied, but several were repeated often 
enough to form a good guide for anyone 
who really wants to get on the wrong 
side of editors. 

Nearly 25% of the editors had the 
same pet peeve: Releases which are of 
no interest to their publications. Many 
emphatic adjectives were used to am- 
plify this common gripe. 

A close second was the objection to 
“Hollywood adjectives.” One editor had 
a suggested solution: ‘Keep the adver- 
tising copywriter’s hands off all press 
releases.” 

Next major complaint was verbosity, 
followed closely by people who try to 
pass off minor changes as ‘new devel- 
opments.’’ Then came condemnation of 
those who try to use publicity in lieu of 
advertising. 

Also getting the disapproval of a 
large number of editors were publicity 
writers who fail to give complete prod- 
uct data, particularly those who do not 
include the specific applications of the 
product. Another common gripe was the 
failure of many release writers to in- 
clude the full name and address of the 
manufacturer. 

Other pet gripes of many editors: 

e@ Writing for the client instead of the 
editor. 


DO'S 


e... mark your release with date of 
issue and release date. 

e... use standard 812x11” sheets for 
your releases—smaller or larger sizes 
are a headache for an editor. 

e... double space all releases. 

e... leave room at the top of the first 
page for editor’s use. 

e... leave margins around release 
copy for editing. 

e ...use only one side of paper. 
e... give a source for additional in- 
formation (name, address, phone 
number) and make sure he knows 
the score—is not just an executive 
who has to check with someone else 
to find the answers. 

@... give complete information about 
the subject of the release—including 
what it is, who makes it, where it can 
be obtained, price, specific applica- 
tions, advantages, how it is different 
from previous models, etc. 

e... include a brief summary of long 
releases. 

e. .. remember that an editor is a 
busy person. 

e... give full address of the firm in- 
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e@ Requests for tearsheets. 

@ Requests for notification of use. 

e Pressure from advertisers or potential 
advertisers. 

@ Putting words or phrases in all caps. 
@ Lack of imagination in photos. 

e Having to send for pictures which 
should have been enclosed with re- 
leases. 

@ Badly retouched photographs. 

@ Odd-size sheets. 

@ Carbon copies. 

@ People who call to ask whereabouts 
of a release. 

@ Unimportant subjects. 

@ Too frequent use of trade names. 

e@ Tricky releases — described by one 
editor as ‘’press agent corn.” 

@ “Exclusives” which aren't. 


volved and make sure it isn’t buried 
in the release. 

e... make sure that your release is 
really news—not just a rehash of 
something you've sent the editor 
before. 

e... get the release right the first 
time. If it is necessary to send a cor- 
rection—and this should be limited 
as much as possible—send an entire 
new release, with any changes clear- 
ly indicated. 

e. . . avoid superlatives. If they’re 
warranted, the editor will add them. 
e... keep your releases to the mini- 
mum length necessary to present the 
facts of interest to the editor. 

e.. . know the subject about which 
you're writing—particularly its ap- 
plications in the publication’s field of 
coverage. 

e... keep your mailing list up-to- 
date. You aren’t going to be on the 
best side of an editor when your re- 
leases are addressed to one of his 
predecessors—particularly one who 
may have left 10 or 20 years before 
(and this is actually being done). 

e ...include a copy of literature with 
all releases which mention or de- 
scribe literature. 

e... consider the deadlines of weekly 
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and monthly magazines and see that 
they get releases far enough in ad- 
vance to reasonably compete with 
newspapers. 

e... take an editor’s name off your 
mailing list when he requests it. 


e. . . give background information 
when necessary to amplify a release. 
e... keep a tab on your releases by 


checking published versions against 
the original release. This should pro- 
vide a good guide to the acceptability 
of your material. 

e. . . familiarize yourself with the 
editorial closing dates of publications 
and meet these deadlines. Otherwise, 
don’t expect your material to be used. 
e... send your releases to the editor, 
not to the advertising director, pub- 
lisher, etc. As Al Hattal, managing 
editor of Geyer’s Topics put it, “The 
padded sledge hammer is not a good 
tool for cementing good relations 
with editors.” 

e...when making a personnel 
change announcement, lead off with 
the name of the people involved—not 
the name of the person making the 
announcement. 

e... have something to say! The sim- 
ple desire to “get in the paper” is not 
enough. 

e... follow news style in all releases. 
e. .. remember that it’s an editor’s 
prerogative to arrive at a different 
evaluation or interpretation than 
your own. 

e... remember that just one attempt 
to “pull the weol” over an editor’s 
eyes will make him skeptical of all of 
your releases for a long time. 


e. . . completely identify everyone 
mentioned in releases. 
e... if you send an electro, always 


enclose a proof and indicate what re- 
lease it illustrates. In the majority of 
cases, however, you'll be better off 
to forget about the electro—unless 
you know the editor uses them. 

e... avoid dating your releases 
(“Today, John Doe announced .. .” 
or “Last week, the Jones Co... .”) 
when sending to monthly magazines. 
e. . . title your releases for quick 
identification. 

e... be prepared to give prompt at- 
tention to requests for additional in- 


Reprints 


Reprints of this article are avail- 
able at the following costs: 
Single copies 25¢(a 
Lots of 10 or more 15¢@ 
Lots of 50 or more 1242¢a 
Lots of 100 or more 10¢@ 

Send all orders to: Reprint Editor, 
Advertising Requirements, 200 East 
Illinois St., Chicago 11. Payment 
should accompany all orders totaling 
less than $1. 
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formation, special photographs, etc. 
e... write the best possible release. 
Don’t consider the job as something 
of secondary value. If you want pub- 
licity, you have to “pay” for it in your 
best release writing effort. 


9 


$ 


. use all caps anywhere in a re- 
lease—not even for the trade name of 
your product. 

e... send carbon copies. 

e... hectograph releases unless you 
are sure that your machine will turn 
out copies which are as clear as the 
original typing. 

®... use onionskin paper for releases. 
e. . . ask that the editor send you 
tearsheets if the material is used. If 
it’s the publication’s policy, you'll get 
them anyway. 

e... use highly technical language 
unless your release goes only to tech- 
nical publications. 

e... try to get too much into a single 
release. If you have several subjects, 
send separate releases. 

e... try to get tricky in your releases 
—stick to the facts and present them 
clearly. 

e... give a far-in-advance release 
date and expect the editor to hold 
your material until that date. If you 
want to brief editors in advance of a 
certain event, send something that is 
strictly a briefing . . . and then fol- 
low-up with the release itself, closer 
to release time. 

e. . . expect the editor to use your 
releases just because you are an ad- 
vertiser or a potential advertiser. 
Nothing will alienate an editor 
quicker than this kind of pressure. 
e... call or write the editor to find 
out when and if he is going to use a 
stock release you sent out. 


e... expect the editor to notify you 
if he plans to use your release. 
®. . . overuse trade names. Once or 


twice in the average release is prob- 
ably enough. 

e. .. expect the editor to use your 
release just as you send it. That’s 
why they call him an “editor.” 

®. . . use press releases in lieu of 
advertising. If this is the case, it is 
usually obvious to the editor and 
your release will get a quick rejec- 
tion. 

e...try to pass off something as an 
“exclusive” if it isn’t. If the editor 
ever gets caught on this one, you’ve 
“had it!” 

e... try to inject the president of 
the firm into all of your releases— 
only those which are about him. 

e. .. bury the principal subject in 
the body of the release. Get it up 
front where it belongs! 

e. . . expect the editor to prepare 


his material from catalog sheets 
alone. Send the catalog sheets, but 
attach them to a press release. 


e. . . take pot shots at competitors 
in releases. 
e. . . try to include everything in 


the first paragraph. 

e... try to pass off the same releases 
to business publications, consumer 
magazines and newspapers. 

e. .. release a story to a favored 
publication at one time and then 
send a general release to competing 
publications at a later date. If it’s 
an “exclusive,” keep it that way! 

®. . . accumulate several different 
stories and fling them at the pub- 
lication for release in one issue. 


e. . . release news after it has ap- 
peared in your advertising. 
e. . . claim that your particular 


brand is “the best made” or better 
than someone else’s—just admit that 
it’s good. 

e. .. include a return postcard with 
your releases, expecting the editor 
to commit himself to use of your 
material in a particular issue. 

e. . . expect the editor to be able 
to recall—or even see—every release 
received by his publication. 

e ...invite inquiries for more infor- 
mation unless you're fully prepared 
to provide it promptly. 

®. .. accuse an editor of being un- 
fair or negligent if he doesn’t use 
your release . . . and don’t remind 
him that he has used “less impor- 
tant” items on competitors, etc. 
e... use the overworked (and gram- 
matically incorrect) phrase, “new 
innovation,” to describe a mediocre 
product change. 

e. . . insist on specific length of 
item to be published, particular 
wording, etc. This is one of the 
surest ways to assure non-use by 
the editor. 

e... tell the editor that his readers 
will be interested in your story. If 
they will, no one knows better than 
the editor, who is paid to know his 
audience. 

e... try to send a release a week, 
or meet a similar schedule. Wait 
until you really have something im- 
portant to say. 

e... send additional copies of a re- 
lease just because the editor didn’t 
use the first one. 

e. . . send mats—very few editors 
will go to the trouble and expense 
to have them cast for printing. 

e. . . complain if you are charged 
for making a cut to illustrate a new 
product release. While this is a 
standard practice with only a limited 
number cf magazines, you'll have 
to accept it if you want to reach 
their audiences. 


e. . . ask to check galley or page 
proofs on a story. This is a sure 
death warrant for any story. 44 





Press Conterence 


A top-flight West Coast publicity 
man outlines the procedure for 
staging successful press 
conferences. 


By Burns W. Lee 


Burns W. Lee Associates 
Los Angeles 


Recently, the governor of a west- 
ern state was visiting California to 
officiate at the opening of a new in- 
dustrial plant. A public relations man 
decided to set up a press conference, 
knowing his client’s plant would re- 
ceive mention in the story as the rea- 
son for the governor’s visit. 

The city editors of the Los An- 
geles papers knew an interview with 
the visiting dignitary would be news- 
worthy, and all assigned reporters to 
attend the conference. 

But this was one time a politician 
got out-talked. The public relations 
man monopolized the conversation, 


kept talking and answering ques- 
tions, and for 15 or 20 minutes the 
governor didn’t get to say a word. 


> Naturally, this is not the way it 
should have been. This true incident 
points up one of the foibles of a pub- 
lic relations man in setting up a press 
conference. The conference is for the 
client, the man being interviewed 
and not for the PR man. Certainly, 
the client should be told how to act 
at a press conference. But before 
that, the PR man should know how 
to act. He is definitely not the center 
of attention. 

The good public relations man will 
guide his client during the press in- 
terview so that the client comes forth 
with some newsworthy comments. 
It’s not always possible to answer 
every question, but a client should 
be as open as possible, and he defi- 
nitely should never lie about any- 
thing. If there is something he would 
rather not answer, he should say he 
can’t comment at this time for com- 


petitive reasons, or security reasons 
or simply because he does not know 
the answer. He should tell as much 
as he possibly can, but never de- 
liberately falsify or hedge. 

The PR man should coach his client 
on the newspaper code of “off the 
record.” A newsman can be given 
background information on a subject 
which may help him do his story 
better, but when told the information 
is off the record, he won’t use it as 
a part of his interview story. As a 
general rule, however, client and 
newsmen should not be placed in the 
position of offering and accepting 
off-the-record statements. 

Coaching a client is but one of the 
many “do’s and don’ts” to remember 
in setting up a successful press con- 
ference. In order to get the best rep- 
resentation and best results, our firm 
has followed a 
works out well. 


procedure which 


>In arranging a press conference, 
first analyze your local newspaper 
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situation and set the time when it is 
most convenient to the majority of 
the papers, keeping in mind their 
various deadlines—unless, of course, 
you will have two or more news- 
breaks. Only then should you alter- 
nate the time of the conferences. 

We have found, for example, the 
best time for a press conference in 
Los Angeles is between 9 and 10:30 
a.m., because it gives the evening 
papers time to hit their big circula- 
tion editions, yet will still receive 
full play in the morning papers, 
which have a 6 p.m. or slightly later 
“bulldog” edition. 

An afternoon press conference 
misses the afternoon papers entirely 
and they often do not pick up a story 
a day late. 


>In picking the site of a press con- 
ference, try to make it as convenient 
as possible for both the reporters and 
your client. If it is to be in a hotel 
room, always arrange for a separate 
room other than the one your client 
is living in. This is simply a matter 
of courtesy. 

Never schedule a conference on 
a weekend. If you set it on Friday, 
the Saturday paper is so thin you’re 
more apt to be squeezed out. On Sat- 
urday most papers are short-staffed, 
and all papers don’t publish on Sun- 
day, so you would be giving some the 
break over others. Sunday papers are 
short-staffed and because of this it’s 
an inconvenient day for outside as- 
signments. 


>The best way to announce a press 
conference is to send a note to the 
city editors, the radio and television 
news directors and the trade papers 
and magazines about 24 hours in ad- 
vance, but not more than 48 hours 
before the time selected. 

It is a good idea to phone the edi- 
tors about an hour or two before the 
meeting to remind them of the event 
just in case the note has been mis- 
placed or lost. Most of the time you 
can get some idea of how many pa- 
pers will send reporters and may 
save both you and your client some 
embarrassment by knowing what is 
going to happen. How would you 
feel if the newspapers decided the 
press conference did not merit per- 
sonal coverage? 

The letter to the editors should 
state that your client is prepared 
to answer the following questions or 
discuss the following situation. Of 
course, the client should be prepared 
to answer questions pertaining to the 
general topic. However, before send- 
ing the notes, figure out why the press 
would be interested in your client 
and what information your client can 
impart to make it a newsworthy 
story. 
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And don’t forget those radio and 
tv newsmen. The best way to take 
care of these media is to invite them 
to the regular conference, but sched- 
ule a second session immediately fol- 
lowing the news conference for taped 
interviews and television movies. It 
is extremely awkward to have a radio 
man taping an interview at the same 
time reporters are trying to get their 
story. 


> You must be prepared to cover the 
interview for papers that are unable 
to cover for themselves. And with 
pictures, as well as the story. Send 
them personally immediately after 
the conference or by messenger, but 
whichever way, the keynote is rush! 

When photographers are present, 
it is a good idea to give them five 
minutes before the conference starts 
to shoot their pictures as they often 
have to go on to other assignments. 
However, they often like to shoot 
while the client is talking, so warn 
your client in advance that there may 
be some bulbs snapping while he is 
speaking. 


> The public relations man at a press 
conference must welcome the inter- 
viewers and introduce them to the 
client. He should then let the news- 
men begin their questioning and dis- 
cussion with the client. There are 
times, however, when the PR man 
should steer or guide the question- 
ing—when he sees that the confer- 
ence is lagging or when the point is 
being lost or when a newsworthy 
angle is being overlooked. And yet 
he should be extremely careful not 
to make himself the center of atten- 
tion. He should also figure out ahead 
of time just what will be the best way 
to terminate the interview. 

He inust make certain the client 
does not seem to be impatient and 
indicate the interview is over. He 
should allow plenty of time to an- 
swer all questions before the client 
moves on to something else. 

Another nice touch, if possible, is 
to have some sort of refreshments. 
In a morning interview, it’s a good 
idea to have coffee and sweet rolls. 


> Any kits or stories that are to be 
given out containing information and 
photographs pertaining to the indi- 
vidual interviewed or his subject 
should be passed out at the beginning 
of the press conference, preferably 
with time to examine it, so that re- 
porters can formulate intelligent 
questions. 

If the story is of a scientific nature 
or otherwise complex, exhibits or 
demonstrations are very much in 
order. They tend to lighten heavy 
news substance and enable reporters 
to interpret in language readers can 
easily understand. 


It should be emphasized again that 
television and radio outlets are very 
important. They are often ignored in 
setting up a press conference, but 
they should nut be. A publicist can- 
not favor one news outlet. 

If the public relations man favors 
one newspaper or one niedium, he 
risks the confidence and good will of 
the others. You cannot play news- 
paper against newspaper, or newspa- 
pers against radio and tv stations. 
The safest rule to follow is this: Spot 
news should go out as fast as possible, 
and the news determines the cycle 
in which it breaks. You must pay as 
much attention to radio and tele- 
vision deadlines as you do to news- 
paper deadlines. 


>For best results, remember these 
important steps in setting up the 
press conference: 

1. Select the best and most conven- 
ient time. 

2. Select a convenient site. 

3. Notify city desks, tv-radio edi- 
tors 24 to 48 hours in advance. 

4. Make certain the client is proper- 
ly coached. 

5. Have proper facilities—sufficient 
chairs, writing equipment and tele- 
phones. 

6. If refreshments are served make 
certain to have sufficient cups or 
glasses for all. 

7. Call the editors an hour or so be- 
fore the conference is to begin. 

8. Make plans to cover for newspa- 
pers that are unable to attend. 

9. If you have kits or stories to give 
out, have them ready and complete, 
and if possible, hand out at begin- 
ning of the conference. Kits should 
be placed—if not directly handed to 
press—on convenient table near en- 
trance door. 

Remember, the press conference 
must go off as scheduled. Newspa- 
permen often have to cover other as- 
signments immediately following and 
preceding the time you have sched- 
uled. If there is likely to be any dif- 
ficulty in locating the place of the 
meeting in a building, hosts and 
guides should be stationed at the 
door. 


>In arranging a press conference, 
there is just one other item which is 
often overlooked. It’s to make cer- 
tain the newsmen have readily avail- 
able, or as available as possible, two 
»r three phones. If the conference is 
held in a hotel suite and there aren’t 
enough phones, the public relations 
man should know where the nearest 
phones are. It is very important, and 
sometimes an acute necessity, for re- 
porters to call in a story, especially 
when they have several more stops 
to make and deadlines to meet betore 
returning to their offices. 44 












Mr. Burton continues his impor- 
tant series on the application of 
copyrights to advertising. This 
article covers additional aspects 
of plagiarism and discusses one 
of the most important decisions 
of the U. S. Supreme Court affect- 
ing copyrights. 


No general discussion of plagiar- 
ism would be complete without 
making the very sharp distinction 
between the person who admittedly 
uses a copyrighted work without a 
license, either because he did not 
believe the copyright to be valid 
or because he did not believe 
his particular use constituted a 
licensable use, and the person who 
deliberately and with intent gains 
access to the fruits of another’s labors 
and surreptitiously copies it and 
palms it off as his own creation. 

In the case of the person who ad- 
mittedly uses the copyrighted work 
because he thought he might get 
away with it or because he did not 
believe he required a license, such 
a person may, in defending himself 
against an action for infringement, 
attack the copyrighted work on the 
ground that it lacks sufficient orig- 
inality to justify copyrighting. 

For example, if a man were to 
register for copyright a musical com- 
position concededly in the public 
domain, after having made perhaps 
some minor changes, and thereafter 
another individual were to record 
or to perform publicly for profit such 
musical composition without a li- 
cense, such an individual could, in 
defending an action for infringement, 
urge that the plaintiff's musical com- 
position did not have sufficient 
originality to bring it within the 
terms of the Copyright Act. 

Thus, although the Register of 
Copyrights may have issued a copy- 
right certificate, the court would de 
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novo consider somewhat the same 
type of question that it would have 
before it in an action for plagiarism, 
namely, whether the plaintiff's work 
was an original creation. 


>Two recent cases rather dramati- 
cally illustrate this underlying prob- 
lem. In Shulsinger et al v. Grossman 
et al, decided on Mar. 4, 1954 by the 
U. S. district court for the Southern 
District of New York (101 USPQ 30), 
the plaintiff had photographed an 
edition of the Books of Moses, which, 
of course, are in the public domain, 
made some corrections in accents 
and cantillation marks on negatives, 
and then printed copyrighted books 
from printing plates made from such 
negatives. 

The books so published by the 
plaintiff were, of course, copyrighted. 
In their final form, they consisted 
of the Five Books of Moses printed 
in the Hebrew language with com- 
mentaries. It appears from the opin- 
ion of the court that the defendants 
had copied the final result of the 
plaintiff's efforts and, for their de- 
fense, urged that the plaintiff's work 
was a mere reproduction of some- 
thing clearly in the public domain, 
and that the plaintiffs had made no 
new intellectual contribution suffic- 
ient to sustain originality. 

The plaintiffs, on the other hand, 
did not claim that any of the work 
was creative in the sense, perhaps, 
of new writings, but they did claim 
that their work was original in the 
sense that it was the product of the 
editors. 


> District Judge Dimmock, in hold- 
ing for the plaintiffs, said: “Defend- 
ants contend that the Five Books of 
Moses are in the public domain and 
are not subject to copyright. The law 
is to the contrary as to an edition of 
the Five Books of Moses with ac- 
cents and cantillation marks supplied 
by the scholarship of the authors .. . 
Thus, if the defendants had employed 
scholars and the scholars had made 
the same corrections .. . as did the 
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scholars employed by the plaintiffs, 
defendants’ books would not have 
infringed plaintiffs’ copyright. In the 
light, however, of my finding that 
defendants have photographed plain- 
tiffs’ books instead of paying to have 
scholars make the corrections by 
original work, I am forced to the 
conclusion that defendants have in- 
fringed plaintiffs’ copyright.” 

A similar result was reached by 
Chief Judge Inch in the Eastern Dis- 
trict of New York, in Siegelheim v. 
Flohr, et al (100 USPQ, 189), decided 
Jan. 19, 1954. In the Siegelheim case, 
the court had before it an alleged 
infringement of a copyrighted He- 
brew Prayer Book based, of course, 
upon ancient Hebrew prayers all in 
the public domain. 

The court, in holding for the plain- 
tiff, relied upon the underlying doc- 
trine heretofore referred to in AIl- 
fred Bell & Co. v. Catalda, and in 
Bliestein v. Donaldson Lithographic 
Co. The court said: “Thus the test 
to be applied to plaintiff's book .. . 
is whether it was a ‘distinguishable 
variation’ . . . from other books in 
the public domain, whether he ‘con- 
tributed’ something more than a 
‘merely trivial’ variation, something 
recognizably his own.” 


> Although many might contend that 
the suggestion that copyright can be 
sustained if the plaintiff can show 
that he has created something which 
is peculiarly something “his own” is 
vague and indefinite, I do believe 
that this historical language, which 
has come down from the decision of 
the Supreme Court of the United 
States in the Bliestein case and 
which has been repeated so often 
by the courts, is essentially a sound 
solution of the problem. 

Thus, we find that, whether the 
problem involves plagiarism or an 
admitted use of a work which the 
defendant does not believe to be en- 
titled to protection, the basic test, 
the fundamental burden which a 
plaintiff must sustain, can usually 
be met by a demonstration that, no 
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matter how basic or suyerficial his 
creation may be and no matter how 
much it may be based upon materials 
in the public domain, there is some 
Fcontribution to the new work which 
is peculiarly the original concept or 
creation of the plaintiff. 


>In concluding this discussion, I 
should like to refer to a 1953 de- 
cision of the U. S. district court for 
the Southern District of California 
(Taylor v. Metro-Goldwyn-Mayer 
Studios, et al, 98 USPQ, 430, 1953). 
In this case, plaintiff filed an action 
for copyright infringement against 
Metro-Goldwyn-Mayer, claiming 
plagiarism of a process, namely, that 
the plaintiff had “created, invented 
and originated certain designs, scenes 
and lighting effects, the latter being 
produced by particular arrangements 
of cameras and lights and by certain 
movements, positions and character 
of color screens.” 

In a deposition introduced during 
the case, plaintiff testified that the 
basic “idea” was as follows: “The 
whole—to sum up this whole idea, is 
really painting by light. In other 
words, it consisted of the transmis- 
sion of white light through colored 
screens so that the sets and costumes 
might reflect this light to the best 
advantage.” 

The plaintiff did not claim that de- 
fendants had copied an original de- 
sign or an original scene. The plain- 
tiff did contend that through light- 
ing effects which were produced by 
particular arrangements of cameras 
and lights, by positions and character 
of colored screens, she obtained a 
property right in such reproduction. 


>The court, of course, held for the 
defendant on the ancient grounds 
that the plaintiff's idea was not pro- 
tectable and that the “know-how” 
or “technique” which the plaintiff 
urged is similarly not subject to pro- 
tection. 

The significance case is to 
remind us that the basic constitu- 
tional requirement of a “writing” is 
still a prerequisite to copyright pro- 
tection. No one would doubt that, 
from a purely intellectual stand- 
point, the young lady in the Taylor 
case may have made a far greater 
artistic—and perhaps a far more 
original—contribution than did the 
scholars who made certain minor 
changes in Hebrew prayer books. 
The significant thing is, therefore, 
that the contribution must always be 
with respect to a writing; i.e., some 
tangible expression of an artistic 
concept. 

It is on this highly significant ques- 
tion of “writings” that I feel it will 
be useful for us to return to a dis- 
cussion of a monumental decision 
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of the United States Supreme Court 
(Mazer v. Stein Mar. 8, 1954, 100 
USPQ, 325.). 

I trust that AR readers will recall 
that, in the third article of this se- 
ries (April AR), we discussed the 
preliminary litigation which ulti- 
mately led to the Supreme Court 
decision which was handed down 
during the course of the appearance 
of these articles. It is now possible 
to discuss the entire problem of pro- 
tection for utilitarian objects which 
may also have some use as works of 
art, as well as the protection of 
three-dimensional works of art, in 
the light of the significance of this 
decision. 

The basic facts underlying this so- 
called group of lamp cases were as 
follows: Plaintiffs were and are 
primarily manufacturers of lamps. 
The plaintiffs deposited in the Copy- 
right Office a sculptured figure of 
a female Bali dancer and a male 
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Bali dancer. The dancers were made 
of semi-vitreous china and the fig- 
ures had been created by the usual 
process; i.e., plaintiffs initially cre- 
ated the works by customary clay 
model techniques. The clay models 
in turn were used to create a pro- 
duction model for casting copies of 
the models. 

After the process was completed, 
the two statuettes were deposited 
with the Copyright Office. Protection 
was claimed in two classes: Class 5- 
G, “Works of art and models or de- 
signs for works of art,” and Class 
5-H, “reproduction of a work of art.” 


>It is believed that the figures as 
deposited in the Copyright Office 
did not indicate that they were to 
be used as lamp bases. The plaintiffs, 
after securing copyright, then pro- 
ceeded to use the statuettes as lamp 
bases and as statuettes. However, 
the sales figures showed conclu- 
sively that the primary and obvious 


purpose of the statuette was its use 
as a lamp base, since sales in lamp 
form account for all but an insig- 
nificant portion of the plaintiff's 
sales. 

In other words, there does not 
seem to be any doubt that the stat- 
uettes were never intended to be 
marketed as non-utilitarian works 
of art, but were from the beginning 
intended to be used as part of a 
wholly utilitarian object; ie. an 
electric lamp. 


> The defendants also make and sell 
lamps and concededly copied the 
plaintiffs’ statuettes and embodied 
them in their own lamps. The de- 
fendants’ entire defense was based on 
the proposition that the Copyright 
Act does not protect objects intended 
for utilitarian purposes and _ that, 
therefore, the plaintiffs could not sus- 
tain the copyright. 

Specifically, the defendants argued 
that the congressional enactment of 
the design patent laws (referred to 
in the first article of this series—Feb- 
ruary AR) should be interpreted as 
denying protection under the Copy- 
right Act to artistic articles em- 
bodied and reproduced in manufac- 
tured articles. 

The defendants went on to make 
this rather interesting argument be- 
fore the Supreme Court of the 
United States: “The Copyright Of- 
fice is the repository of what each 
claimant considers to be a ‘cultural 
treasure, whereas the Patent Office 
is the repository of what each ap- 
plicant considers to be evidence of 
the advance in industrial and tech- 
nological fields.” 


> As indicated earlier in this series, 
several circuit courts of appeals in 
the U. S. had reached wholly incon- 
sistent results. A number of courts 
have held that the plaintiffs could 
sustain their copyrights and a num- 
ber of them have held for the de- 


fendants on the ground that the 
plaintiffs should have applied for a 
design patent because the Copyright 
Act did not protect articles intended 
for utilitarian purposes. 

The Supreme Court of the United 
States, of course, sustained copy- 
rightability in the lamp cases and 
thus opened a vast new area in which 
copyright may properly be sought. 


> Justice Reid, in writing the ma- 
jority opinion, answered the de- 
fendants’ basic contention in the fol- 
lowing language: “The patentability 
of the statuettes fitted as lamps or 
unfitted, does not bar copyright as 
works of art. Neither the copyright 
statute or any other says that, be- 
cause a thing is patentable, it may 
not be copyrighted . . . we should 
not so hold .. .” 








Mr. Justice Reid then went on to 
say: “We find nothing in the copy- 
right statute to support the argu- 
ment that the intended use, or use 
in industry of an article eligible for 
copyright bars or invalidates its reg- 
istration. We do not read such a 
limitation into the copyright law . . 
Nor is the subsequent registration 
of a work of art published as an ele- 
ment in a manufactured article a 
misuse of the copyright.” 

It would indeed be difficult to find 
a more definite and more certain 
statement as to the state of the law 
than this very specific language by 
Mr. Justice Reid. 


>It is significant that, during the 
argument of this case before the Su- 
preme Court, representatives of the 
Office of the Register of Copyrights 
supplied the court with a long list 
of articles with respect to which 
copyright registration had been al- 
lowed. 

These articles included statuettes, 
book ends, clocks, lamps, door 
knockers, candlesticks, ink stands, 
chandeliers, piggy banks, sun dials, 
salt and pepper shakers, fish bowls, 
casseroles, and ash trays. It is, of 
course, much too early in the de- 
velopment of the scholarly or judi- 
cial analysis of the Mazer v. Stein 
case, to say with complete certainty 
how far-reaching this decision may 
prove to be. It does, however, seem 
quite clear that any utilitarian ob- 
ject which has some artistic quali- 
ties in terms of design and which 
perhaps could be used as a simple 
objet d’art can be made the proper 
subject of copyright. 

We should bear in mind that the 
statuettes, although primarily in- 
tended as lamp bases, could and 
were used in some cases as purely 
ornamental statuary. It is quite con- 
ceivable that ornamental objects in 
the form of candlesticks, fish bowls, 
and even ash trays, might have an 
artistic existence apart from 
utilitarian purpose. 

However, referring to the list of 
articles which the Copyright Office 
furnished to the court, it is a little 
difficult to imagine a door knocker 
or a chandelier having a completely 
independent existence as an objet 
dart. 
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>It is interesting to speculate as to 
whether any limitation can be placed 
upon the ultimate meaning of the 
decision of the Supreme Court. 


Many persons would certainly re- 
gard a locomotive or an automobile 
body designed by the great Ray- 
mond Loewy as having purely artis- 
tic value. 

Are we therefore on the threshold 
of an era in which locomotives, auto- 


mobiles, and even buildings may 
receive a degree of copyright pro- 
tection. I, for one, see no reason why 
Mr. Loewy cannot register under 
the doctrine of Mazer v. Stein a 
model of a locomotive or of a Stude- 
baker car and receive the same 
broad protection given to the manu- 
facturer of the lamp bases. 

It would also seem that the doc- 
trine of Mazer v. Stein must inevi- 
tably make it possible to secure 
copyright protection for many types 
of designs used on textiles, jewelry, 
wall paper and similar items which, 
up to now, many felt belonged in 
the area of design patents. 

Whether the decision in Mazer v. 
Stein will have any impact upon 
fashion design, that most controver- 
sial of all fields, is still a little diffi- 
cult to tell. From a purely philo- 
sophical viewpoint, however, I sup- 
pose one might argue that some 
forms of dresses might, per se, serve 
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a purely ornamental purpose, such 
as the lamp base in the form of a 
Bali dancer did. This, however, 
would be a projection of the facts 
which, for the time being at least, 
I should find hard to justify. 


>Earlier in this article, I referred 
to the decision of the Supreme Court 
as being “monumental.” I did not 
use the word loosely. Not only did 
the Court clarify the fundamental 
question of copyright protection for 
certain classes of utilitarian objects, 
but in a dissenting opinion by Mr. 
Justice Douglas, in which Mr. Jus- 
tice Black concurred, the court pre- 
sented very squarely a fundamental 
constitutional question as to pre- 
cisely what constitutes a “writing” 
within the meaning of the Constitu- 
tion for purposes of securing copy- 
right. 

Readers will recall that, at the 
very outset of this series, I referred 
to paragraph 8 of Article I of the 
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Constitution of the United States 
which provides, in part: “To pro- 
mote the progress of sciences and 
useful arts by securing for 
limited times to authors and inven- 
tors the exclusive right to their re- 
spective writings and discoveries.” 

Mr. Justice Douglas, at the out- 
set of his dissenting opinion, posed 
the very direct question: “May 
statuettes be granted the monopoly 
of the copyright?” It is significant 
that Mr. Justice Douglas restricted 
his question to statuettes, i.e., three 
dimensional articles, and thus raised 
a basic constitutional question far 
broader than the question of whether 
the three dimensional articles are 
intended for artistic or utilitarian 
usage. 


> Incidentally, the majority opinion, 
while not passing directly on the 
constitutional question, did refer to 
the point of view put forth by Mr. 
Justice Douglas, and said, at least by 
way of passing dicta, that the Court 
believed that included within the 
term “author” was the creator of a 
picture or a statue. Mr. Justice 
Douglas, in proceeding to develop 
his dissenting opinion, points out, of 
course, that the constitutional power 
with respect to copyright is circum- 
scribed in that it allows a monopoly 
to be granted only to “authors” for 
their “writings.” 

Mr. Justice Douglas then asks 
whether a sculptor is an author, and 
is his statue a “writing” within the 
meaning of the Constitution. Mr. 
Justice Douglas does not wholly 
answer the question, since the ulti- 
mate purpose of his dissent was to 
suggest that the case be sent back 
to the lower court on the constitu- 
tional question. 

However, we find this very signifi- 
cant language in the opinion written 
by Mr. Justice Douglas: “The Copy- 
right Office has supplied us with a 
long list of such articles (three di- 
mensional articles) which have been 
copyrighted . . . Perhaps these are 
all ‘writings’ in the constitutional 
sense, but to me, at least, they are 
not obviously so.” 

I do not believe that any person 
interested in the field of intellectual 
property in the U. S. can ignore the 
very significant proposition 
vanced by Mr. Justice Douglas. 
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>Many years ago, in White-Smith 
Music Co. v. Apollo Co. (209 U. S. 
117, 1908), the Supreme Court of the 
United States held that the old- 
fashioned perforated player piano 
roll (which some of you may re- 
member as being a roll of paper with 


Advertising Copyrights 


... Continued on Page 51 


September 1954 ¢ ar ¢ 27 








__ SHOWS & EXHIBITS 


HOW TO GET THE MOST BENEFIT FROM 


Edmund D. Kennedy, Advertising & Sales Promotion Manager of 
Monsanto Chemical Co., presents a guide for exhibit personnel. 


The composite experience of per- 
sonnel who have participated in 
previous trade shows is probably 
the greatest asset of the adman who 
wants to get the most benefit from 
his exhibits. 

Far too often, however, the things 
learned by trial and error are never 
satisfactorily analyzed and put to 
their most effective use to improve 
exhibits. 

One adman who has done some- 
thing really concrete about the sit- 
uation is Edmund D. Kennedy, ad- 
vertising and sales promotion man- 
ager for Monsanto Chemical Co. Mr. 
Kennedy compiled the experiences 
of Monsanto personnel assigned to 
trade show exhibits and produced 
a helpful manual entitled, “How to 
Get the Most Benefit from Monsanto 
Trade Shows.” 


>The introduction, signed by Mr. 
Kennedy, explains: 

Monsanto does not enter every 
trade show that comes down the 
pike ... we only go into those na- 
tional shows from which we are con- 
vinced we will derive some benefit. 
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.. . The suggestions and comments 
compiled in this bulletin are from 
my own experience and experience 
of other members in the organiza- 
tion gathered from many trade 
shows. They are an effort to point 
up the many factors, big and little, 
which go toward making a show 
either successful or unsuccessful. 

Trade shows are expensive. On 
our larger shows, when we consider 
cost of space, construction, travel, 
salaries, entertainment, etc., it is not 
unusual for a show to cost us $10 
per minute! This certainly means 
that we have to be prepared to take 
real advantage of every show min- 
ute. 

The material in the manual is di- 
vided into two sections: 

e Do’s & Dont’s in the Booth. 
e How to Get the Most Benefit from 
Trade Shows. 

While some of the material applies 
only to Monsanto, much of it can 
provide helpful guides to other ex- 
hibitors. For that reason, AR has 
digested many of Mr. Kennedy’s 
suggestions. 


e Do's & Don'ts In the Booth 


A representative at a trade show 
recogr.izes a tremendous difference 
in booth work and his regular field 
work. It calls for a complete change 
of pace. A good booth man is a com- 
bination of the perfect host and ex- 
cellent proprietor of a retail store. 


1. The first point to keep in mind 
if you are scheduled for booth at- 
tendance is to know your own 
schedule. Be there on time and stay 
for the fully scheduled time. An 
empty or lightly manned booth can- 
not do an effective job. 


2. The audience of a trade show is 
a selected one. Whatever the se- 
lection process, it is usually effective 
enough for us to adopt as a working 
principle the fact that everyone 
walking down the aisle belongs in 
the show and is worth while greet- 
ing, talking to and making a good 
impression for the company. 


3. This leads, however, to a some- 
what contradictory point. Since 
there are only so many hours and 
minutes in show time, we must care- 
fully budget our time and attention 
on visitors who have the best po- 
tential. There is no royal answer 





as to just how to do this, but here 
are a few suggestions: 

e Find out by badge or questions 
exactly who the man is, his job, his 
problem and his company’s product. 
These are all fair questions to de- 
veloy at a trade show. 

e Every show has its share of gar- 
rulous visitors, curious people, 
people with time on their hands who 
are simply coming in out of the rain 
and others of a similar nature who 
must be screened through. Natural- 
ly, no one can be turned away with 
short answers, but it is certainly 
necessary to conserve your time to 
handle the “live” ones. 

e I know of one case where two fel- 
lows working together on a trade 


show arranged a signal between 
themselves of arranging their neck- 
ties. When one found himself cap- 
tured and pinned down by a long- 
winded visitor with little potential, 
he would adjust his necktie and his 
working pal would come over with 
a message that he was wanted on 
the telephone. This would then make 
a good and graceful opportunity to 
bring the conversation to a close. 


4. Read the badges carefully. If a 
man is not wearing a badge it in- 
dicates a pretty good chance that he 
is competition and has a good reason 
for not wearing it. 


5. Familiarize yourself completely 
with your own exhibit. Make sure 
you have dope on all the samples 
displayed. 


6. Familiarize yourself with prod- 
ucts represented by other personnel 
on duty during the same period in 
order to expedite contact between 
an inquiring customer and his best 
company contact. 


7. Be sure to register every worth- 
while visitor—a point too often over- 
looked. Registration cards assure 
proper follow-through after a show. 


8. Most of the larger companies 
have abandoned the practice of hav- 


ing literature stacked around for 
anyone to pick up. They have found 
from experience, as we have, that 
the most of such literature is glanced 
at, left in the hotel room, or picked 
up by the “collector type” who really 
does nothing effective with it. The 
most common litter found in your 
booth is literature from other booths. 
Visitors pick up literature through 
a sense of politeness or curiosity 
and then drop it as soon as they are 
outside the booth where they picked 
it up. 

Our general policy is to have a 
limited number of essential pieces 
of literature on hand in convenient 
storage at the booth, to be used for 
those cases where it is really useful. 
We advocate only controlled and 
limited distribution at the booth and 
that the visitor who has real interest 
in information be carefully regis- 
tered and told that literature will be 
mailed him to save trouble in lug- 
ging it around. 

Here are some reasons why this 
method of mailing is most effective: 
e We establish a contact with the 
visitor by doing something for him. 
The literature sent him after the 
show serves as a follow-up and re- 
minder of his show visit. 
® Most visitors appreciate having the 
literature hauled to their place of 
business by the mailman rather than 
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lugging it around the show or tra- 
veling with it. 

e The visitor is much more likely to 
give the literature real attention 
and thorough reading in his own of- 
fice rather than in the hurried at- 
mosphere of the show. 

e This method of controlled distri- 
bution frees the booth of the “col- 
lector.” This is the man, woman, or 
child who is around with a big paper 
bag and asks, “What are you giving 
away?” You will see them walking 
down the aisle, stopping at every 
booth and picking up whatever loose 
literature is around. 

e Limited distribution saves us 
money. At today’s prices there are 
few pieces of literature that can be 
produced for less than a dime. Some 
of the brochures and bulletins repre- 
sent 25¢ or 30¢. 


9. Giveaways give most exhibitors 
the shudders. One simple way to 
avoid giveaway problems is just 
don’t give anything away. However, 
sometimes circumstances or objec- 
tives make a giveaway desirable. 
When used, here are a few things 
to note: 
e It is always well to have the give- 
away make some point or carry some 
message, not just simply be a knick- 
knack given away for general good 
will. 
elf the giveaway is of value, this 
indicates a limited circulation, so by 
all means keep the giveaway out of 
sight and limit distribution to people 
you actually talk to, giving it to 
them after you have screened them 
and have some idea of their impor- 
tance. 
e Of course, if the giveaway is of 
small value (bookmatches, for ex- 
ample) and you really want to give 
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First Things First. . . 


it circulation throughout the show, 
then the situation would be re- 
versed—we would put the item 
prominently on display and “sell” it 
to everyone coming down the aisle. 
e Again we have to consider the 
“collector.” These chaps suffer from 
a form of loosely controlled klepto- 
mania. They may have no connec- 
tion or possibility of doing business 
with the company, but they are not 
embarrassed at all to say: “What 
have you guys got to give away?” 
A perfectly honest lie in these cases 
is: “Nothing you would want,” as he 
would probably kick about it any- 
way. 

e When we want a crowd, one of 
the quickest ways to get it is to give 
away a product made by a machine. 
You'll have to explain to me the 
mystery of why a high-salaried ex- 
ecutive will wait in a block-long line 
for a 5¢ comb being molded in some 
booth—but it does happen! 

If we have a machine operating 
and we want a long line of visitors, 
that’s easy. If we don’t want the 
booth operation to be cluttered with 
people looking for free samples, then 
a suggestion would be to mold or 
make a demonstration piece like a 
test bar, which has no value or 
utility and would not be given away. 
Or, if we happen to be molding or 
making something that does have 
some value, make enough of them 
in advance for distribution without 
waiting on the rate of machine pro- 
duction. 


10. One of the really tough prob- 
lems on a show is the proper han- 
dling of existing customers. This 
calls for a fine degree of individual 
judgment. Part of the answer be- 
gins in the field before the show. If 





Mr. Kennedy suggests in his manual that if you are assigned to 


duty in a booth you must consider this your primary job at the show. Handling 
customers and making new contacts should occupy the major portion of your time. 
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you are attending the show, it is 
not generally desirable to “date up” 
all of your available time in advance 
with customers whom you see at reg- 
ular intervals in the field. Try to 
leave some free time to take advan- 
tage of new contacts. 

If you do feel it is desirable to 
make contact with certain customers 
while they are at the show, it is 
better to make arrangements to see 
them after exhibit hours rather than 
during the time of the exhibit. There 
is a large measure of personal judg- 
ment involved here, however, and I 
am not advocating for a moment 
that you turn your back on any good 
existing customer. 


11. If you are assigned to duty at 
the booth, accept this as your pri- 
mary job during the time of the 
show. You can’t be two places at 
one time, so use your good judgment 
in not so loading yourself with dates 
and contacts that vou endanger the 
prime reason for being in the city. 


12. Show or no show, the business 
of the company must go on and 
emergencies will arise. That is one 
of the reasons for having a tele- 
phone at the booth. However, don’t 
try to run all the affairs back home 
over the telephone while you’re on 
duty. Use discretion in limiting the 
telephone use to necessity and emer- 
gency. 


13. Use discretion in inviting tele- 
phone use by customers and friends 
in order not to run up expenses or 
tie up the phone too long. 


14. Hats, coats, luggage, etc. can 
clutter up a booth and seriously in- 
terfere with its appearance and use- 
fulness. We always try to provide 
space behind the backdrop for such 
items. Do not place them on chairs 
or displays. Where space is limited, 
we may have to check our own hats 
and coats in the exhibit hall check- 
room. 


15. It is often a great convenience 
for customers to have some place 
to leave hats and coats. Accommo- 
date them wherever you can, but 
keep an eye on space limitations. 


16. We are generally able to ar- 
range for cleanup service at the 
booth and the show management 
will then send around a man a couple 
of times a day to sweep up the place, 
empty ashtrays and generally police 
it. But this only happens once or 
twice a day. In between times, there 
is always litter accumulating which 
detracts from the appearance of the 
booth. If each man takes a real in- 
terest in the appearance of his booth, 
it is no job to keep it straightened 
up. 


17. No two people in the world 





Tells How . . . Edmund D. Kennedy, Mon- 
santo’s advertising and sales promotion 
manager, tells how to stage successful 
shows in his excellent manual. Effective 
solutions to some of the trickiest problems 


are provided in the guide. 


have more to say to each other than 
two company men when they get to- 
gether. These opportunities for chat- 
ting are certainly one of the side 
benefits of a show. However, show 
hours and minutes and their costs 
must be kept in mind. Don’t become 
so involved in a discussion of 
weighty business problems with an- 
other company man that Mr. Big 
goes by in the aisle unnoticed. 


18. This seems like an elementary 
question, but I have been asked by 
salesmen: “Should I stand up or sit 
down while I am in the booth?” 
Stance and attitude are just as im- 
portant as in golf. You'll probably 
find a few minutes when you can 
sit down for a breather, but do keep 
in mind that a visitor generally 
doesn’t like to disturb a booth at- 
tendant who is comfortably relaxed 
in his chair. Your guidance here can 
be to keep in mind the actions of a 
successful storekeeper, because 
while the show is on you are really 
playing the part of a successful re- 
tailer. 


19. “Should I approach a customer 
who is examining the displays or 
let him browse around in peace?” 
This is a good question and calls for 
some ability to sense the visitor’s 
state of mind. However, 999 times 
out of 1,000 a visitor is pleased when 
he is approached with the right 
mood and manner and you are able 
to fall right in line with his thoughts. 
Generally speaking, a specific posi- 
tive statement is better than the 
ordinary questions, “Can I do any- 
thing for you?” or “Can I tell you 
something about these housings?” 
A better approach would be to of- 
fer some information. For example: 


“That casting you are looking at is 
the housing for the new Army 
walkie talkie .. . etc.” 44 


The second part of Mr. Kennedy’s 
manual on how to get the 
most benefit from trade shows. 


Next 
Month 


Miniature Toys Offered 
For Use As Ad Props 


Need a tv gimmick . . . an eye- 
catcher for a display . . . something 
to lend authenticity to a photo? You 
might try Tru-Miniature toys, a 
group of authentic, authorized scale- 
model cars, busses and farm vehicles 
and equipment manufactured by 
Product Miniature Co. Inc. (Mil- 
waukee). 

Available for use as props by 
photographers for national adver- 
tisers, in editorial illustration, as tv 
props and in displays and exhibits, 
the miniatures are made of plastic 
and are suitable for color use as well 
as black-and-white. All toys are mo- 
torized with a noiseless Spin-Torque 
motor for mobility and action for tv 
or other use. 

Included in the group are a 1/25 
scale model of the 1954 Plymouth 
Sedan, an 18x334x5’” double-decker 
Trailways Thru-Liner cross-country 
coach, and a 10” replica of the Oscar 


Mayer Weinermobile that is now 
touring the country. 

There’s also an electrically-oper- 
ated 1/16 scale model of the Interna- 
tional Diesel tractor. Called Turn- 
Trac, it operates by remote control 
through a cable, duplicating the en- 
tire range of big tractor movements. 
A simple control panel permits for- 
ward or reverse, or right or left turns 
at the touch of a button. Turn-Trac 
bulldozes, pushes, climbs ramps and 
obstacles and pulls loads. 

Requests for information and use 
of Tru-Miniature toys should be di- 
rected to Milton Riback, 550 Fifth 
Ave., New York 36. 


For your copy circle No 
Reader’s Service Card 


on the 
inside back cover. 


Company ‘Gets. Around’ 
With 3-D Mobile Theater 


What is believed to be the first 
mobile 3-D theater in the world is 
at work dramatizing Cincinnati Lathe 
& Tool Co. production methods for 
metalworking shop operators, voca- 
tional school leaders and industrial- 
ists. 

The mobile 3-D theater is a 14%4- 
ton van named the “Magic Carpet,” 
in which Cincinnati Lathe has in- 
stalled the Ramsdell-Victor 3-D sys- 
tem for mobile viewing. Two me- 
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PIPES & PANELS AREN'T ENOUGH... 


Your convention Display isa Setting for Sales . . not an end in itself. To make 
that setting truly effective, you need maximum flexibility for ingenious design 
approach—proper lighting—adequate copy panels—crisp lettering and spark- 
ling colors—combined with practical construction and sensible cost. That's why 
so many well-known companies have ordered and reordered CAPEX PREFABS. 
The wide range of CAPEX construction units, the careful workmanship of CAPEX 
experts in design, lettering and production, and the ‘‘easy-does-it’’ set up and 
knock down features of CAPEX combinations give the exhibitor the free hand 
he needs with his ideas. And low handling costs mean extra budget relief, es- 
pecially when regional affairs must be covered. Check up at any major show 
—you'll see that you’re in good company with a CAPEX! 


* This “Idea-Starter” Portfolio of Display possibilities with CAPEX 
PREFABS is yours for the asking (on your business letterhead, please). 


CAPEX COMPANY, INC. 615 souTH BOULEVARD, EVANSTON, ILL. 


. for more details circle 575, page 101 
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chanically linked 16mm _ projectors 
produced by the Victor Animato- 
graph Corp. (Davenport, Ia.) are 
installed behind the driver’s seat 
with the screen at the rear of the 
van. The “theater” 
persons. 

The film shown is “A Way of 
Thinking,” a 15-minute production 
by Floyd Ramsdell, Worcester Film 
Corp. (Worcester, Mass.). 

Included in the installation are the 
Victor Safety Film Trips which auto- 
matically stop the projectors in case 
of film emergency and protect the 
entire system until adjustment is 
made if a loop is lost during pro- 
jection. 44 


seats eight 


Giant Product Replicas 
Illustrated in Folder 


Giant bottles of Coke, Burgemeis- 
ter beer, carrousel horses, molded 
plaques, mannequins and other 
molded display products are shown 
in a broadside prepared by Mold- 
Craft Inc. (Port Washington, Wis.). 
The company specializes in produc- 
ing all types of molded rubber dis- 
plays. 

The brochure shows a 6’ high Coke 
bottle and 17 different ways it was 
used in point of purchase and out- 
door displays. The broadside also 
shows the company’s figures for 





One always stands out... 


IN EXHIBITS IT’S 


‘* NEW YORK’'S LEADING 


DESIGNERS AND BUILDERS OF 
r DISPLAYS AND EXHIBITS 


on 
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Wrong Size . . . Model Jackie McMullen 
‘tries on’’ one of Mold Craft’s outsized 
moccasins, produced as a Sears Roebuck 
display. In the background are examples 
of other molded rubber, giant display 
pieces designed by the company. 


Christmas displays, a plaque for 
Buster Brown shoes, cows and milk 
bottles for dairy displays and a figure 
of a house painter for Mautz paint. 
The broadside has a clever cover. 





® WRITE FOR BOOKLET A 


96-20 43rD AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


A 


. for more details circle 612, page 101 








It shows a drawing of an exceedingly 
long Rolls Royce with a dignitary 
waving at a crowd. The headline be- 
low it reads, “Size Gets the Eyes...” 


For your copy circle No. 502 on the 
Reader’s Service Card inside back cover. 


Color TV for Business 
Uses Announced by GE 


General Electric Co. has an- 
nounced the availability of color tv 
systems for closed circuit use in edu- 
cation, business and industry. The 
new color tv system uses coaxial 
lines or microwave relays to home- 
type receivers or large tv projectors. 

Field tests have shown that the 
closed circuit color tv system pro- 
vides image details impossible with 
black and white systems. 

The GE system is composed of 
only four basic elements of equip- 
ment—a small, compact color cam- 
era; a camera control console: a 
rack-mounted power supply, and the 
receiver. 44 


Coming Conventions 


AUGUST 


30-Sept. 3 Photographers’ Assn. of America— 
Conrad Hilton—Chicago 


SEPTEMBER 

9-11 Nat’! Paper Assn.——Conrad Hilton 
Chicago 

18-21 Advertising Specialty National Assn 
— Annual Specialty Fair —Palme: 
House—Chicago 

20-23 Premium Advertising Assn. of Amer 
ica—New York Premium Show 
Hotel Astor—New York City 

22-25 Nat’l Assn. of Photo-Lithographers 
—22nd annual convention and 
exhibit—Hotel Statler—New York 

23-25 Intl. Typographic Composition Assn. 
—annual convention—Hotel La- 
Salle—Chicago 

26-29 Life Insurance Advertisers Assn. — 
Sheraton -Gibson Hotel—Cincin 
nati 

26-29 American Assn. of Advertising Agen 
cies—Pacific Coast Councii—Ho 
tel Del Coronado—Coronado, Cal 

OCTOBER 

5-9 Photographic Society of America 
Chicago 

9-12 Mail Advertising Service Assn.—Ho 
tel Statler—Boston 

11-13 American Photoengravers Assn 
Hotel Jef ferson—St. Louis 

13-15 Direct Mail Advertising Assn.—Hotel 
Statler—Boston 

18-19 Natl. Newspaper Promotion Assn.— 
Western Regional Clinic—Hotel 
Westward Ho—Phoenix 

21-22 Audit Bureau of Circulations—40th 
annual meeting— Drake Hotel- 
Chicago 

28-29 Natl. Conference of Business Paper 
Editors—Hotel Statler—Washing- 
ton 

28-30 Advertising Typographers Assn. of 


America Inc.—Miami Beach, Fla 
28-Nov. 1 Inti. Assn. of Electrotypers & Stereo 
typers—annual convention—The 
Greenbrier—White Sulphur 
Springs, W. Va. 
31-Nov. 2 Screen Process Printing Assn.—An 


nual Convention—Hotel Jefferson 
—St. Louis 


NOVEMBER 
7-11 Outdoor Advertising Assn. of Amer- 


ica Inc.—Commodore Hotel—New 
York City 


8-10 Assn. of National Advertisers, annual 
meeting—Hotel Plaza—New York 
City 

15-19 Printing Industry of America—an- 


nual convention—Hotel Statler—— 
Detroit 





By Ted Sanchagrin 
AR Eastern Editor 


Chances are that you—and nearly 
every other AR reader—can readily 
identify the letters TCP. Like mil- 
lions of other Americans, you've un- 
doubtedly been subjected to one or 
more of the 8% million promotion 
pieces which helped Shell Oil Co. 
establish TCP as its new premium 
gasoline additive. 

Shell’s advertising and sales pro- 
motion campaign in support of TCP 
(tri-cresyl-phosphate), now over a 
year old, is a huge, continuing pro- 
duction problem which would send 
many admen “running for cover.” 
But for Shell, it’s all part of the 
hectic advertising pace of the gaso- 
line industry. 

When Shell first decided to speed 
up its schedule for national distri- 
bution of gasoline with TCP, a gi- 


IDENTIFICATION MATERIALS 
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One of the most successful gasoline promotions has been 


Shell’s TCP. The company used a variety of highly effec- 
tive identification materials at point of sale. 


gantic problem of printing, lithog- 
raphy, silk screen reproduction and 
shipping arose. TCP was first intro- 
duced in 16 cities on May 26, 1953; 
then was made available on the 
Pacific coast by June 16, 1953, and 
throughout the country two weeks 
later. 

National distribution was not ex- 
pected to be possible until late Aug. 
1953, but installation of blending 
equipment at terminals was pushed 
hard, with a resulting speed-up for 
advertising matter from the six com- 
panies producing it for Shell. 


> The TCP introduction program re- 
quired nearly 84 million pieces of 
12 different display and mailing 
items, most in several colors. These 
included: 

© 18,000 pole signs, measuring 2x8’ 
and mounted on 75 pt. weather re- 
sistant cardboard. 


22,000 cloth banners, 10x3’. 
30,000 pump spinner sign panels. 
25,000 metal parts for the spinners. 
60,000 pump stickers. 

19,000 sets of six window streamers. 
5,000,000 handout folders. 
2,800,000 mailing cards. 

355,000 credit invoice stuffers. 
50,000 new car dealer mailings. 
50,000 service station dealer 
primers. 


e 7,100 car bumper strips. 

What normally would have been a 
six-week job was done in ten days. 
First orders were placed June 2 and 
shipping began June 12. 


>The two items that presented the 
most difficult production problems 
were the pole signs and banners, be- 
cause of the cardboard mounting, 
grommeting and hand sewing in- 
volved. These, along with the spinner 
panels and pump stickers, were pro- 
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@ Promoting TCP at the point of purchase is a 
multi-facet job. These illustrations show some 
of the primary materials Shell chose to perform 
the task. 


1 & 2—These 2x8’ double-faced pole signs 
were lithographed on 80 Ib. stock and mounted 
on .075 outdoor cardboard. They folded into 
two sections for convenient packing and ship- 
ping. Sign 1 was grommeted to the pole. Sign 
2, a later development, was constructed with a 
special steel assembly plus grommeting to per- 
mit a revolving motion in the wind. 


3, 4 & 5—These wind-propelled gasoline 
pump-top roto-reverse spinners call the cus- 
tomer’s attention to TCP when he’s ready to 
“fill up.’ The double-faced copy panels are 
lithographed in five colors on 70 Ib. offset 
stock mounted to .040 outdoor cardboard. The 
faces are joined back-to-back with heavy duty 
staples. The units’ spindles, hubs, outriggers 
(arms) and bases are of steel construction. 
Hubs are 358’’ in diameter and have six holes 
120° apart. Twelve bolts are used to attach 
the outriggers to the hubs. The assembled 
frame is attached to the top of the pump by 
adhesive-backed tape. 


6—Typical of window signs used to promote 
TCP is this set of ‘‘stickers.’’ The signs were 
silk-screened in conventional and Day Glo col- 
ors. Instead of being gummed, all signs were 
attached to the window with transparent ad- 
hesive tape to avoid sticking during shipment. 
7—This pump sign, 6” in diameter, was 
printed in three colors on special adhesive- 
backed paper stock. 


8—Special TCP posters were prepared for 
Shel!’s standard swivel sign standards. Three 
lithographed colors were generally applied to 
a special 100 Ib. water-repellant fiber stock. 


duced by Chicago Show Printing Co., 
and the rest by supply companies in 
the New York area. 

Chicago Show took 600 employes 
off other jobs and put them on the 
Shell orders on double shifts. Sheets 
were printed, lacquered, dried and 
made ready for mounting within 
seven days. Normally, it would take 
twice as long just to make the plates. 

To speed up the lacquer drying, 
facilities for the manufacturing of 
Mystik Tape were adapted to the 
Shell job. A continuous web belting 
was run through 135’ long ovens, and 
as the Shell sheets were lacquered 
they were fed directly onto this con- 
tinuous belt. Drying time, ordinarily 
12 hours, was cut to five minutes. 

To get 200,000 grommets set by 
hand, artists, engravers and other 
skilled craftsmen, for instance, 
pitched in to do all sorts of tasks 
other than their usual crafts. 


> Another firm, Bryan-Elliott Co., 
had just finished producing a moving 
display for Shell—a large hand with 
three lollypops swinging back and 
forth behind it—when the TCP cam- 








paign was ordered. All the wording 
in the displays had to be replaced 
with overlays. 

This was performed through the 
use of paper fastener punches 
through two thicknesses, die cut to 
fit exactly over the portion to be 
covered. For the lollypops the new 
wording was silk screened in bright 
Day-Glo colors on Kleen-Stik and 
the gum portion of the Kleen-Stik 
applied over the old wording. 


>The day after this work was 
started, Shell ordered its 7,100 car 
bumper posters, to be silk screened 
in three colors and grommetted and 
shipped in ten working days. A day 
later, an order for 19,000 sets of 
window streamers was placed, com- 
posed of six streamers in different 
Day-Glo color combinations. These 
were screened, cut apart into 114,000 
pieces, collated and fastened together 
in sets and shipped to more than 900 





Here’s handsome identification that 
“sells” the U. S. National Bank to 
Omaha. Canopy floodlights illumi- 
nate this beautiful sign of fluted 
aluminum and gold .. . changeable 
numerals keep it timely and effec- 
tive. It works around the clock and 
from year to year! 


General Outdoor Advertising Co. 


x Low Cost [mpressions 


Why not let GOA spark your elec- 
trical and identification signs this 
way? Whether you need one sign or 
a thousand, the experience of the 
entire GOA organization is at your 
service. Call your nearby GOA 
branch office for full information, 
or write: 


515 SOUTH LOOMIS STREET 
CHICAGO 7, ILLINOIS 


. for more details circle 597, page 101 


Figures on request 


. for more details circle 633, page 101 
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a Sales force 
that sticks 
to the job! 


ecals 
are permanent... colorful 


Riavertise 


Place your brand name before the pub- 
lic and keep it there with attention get- 
ting, permanent window valances and 
signs, truck decals. 


Laentity 


As product nameplates, they're easy to 
apply. stick to their job. Dealer service 
decals back up franchised dealers with 
instant identification. 


Brilliant colors, creatively designed, PF 
decals give the effect of individual hand 
painting for ornamentation. 


Sen 


At the point of purchase, turn impulses 
into sales with dynamic, colorful decals 
that help you cash in on your national 
advertising. 


Learn how PF decals can aid in selling your 
product. Art services, consultation, and es- 
timates without obligation. Send coupon to- 
day for FREE informational booklets. 


+ --- 


| PALM, FECHTELER & co. 


85 MAPLE ST., WEEHAWKEN, N.J. Dept ARS 
Please send me your FREE Booklets: | 
| 


—_.. Decal-Ways to Sales 


—_. PF Window Valances and Window 
Signs 


| _. How leading advertisers use decals 
Name al 


Firm_— 


Address 
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. for more details circle 637, page 101 
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CTP me us 
Development in 31 Years 
HELL PREMIUM GASOUNE wi TC FP 


Cloth Banner . . . Designed to attract the 
interest of the driver from the street, this 
three-color cloth banner adds its impact 
to the TCP promotion. It is constructed 
from 2.75 drill cloth, double-stitched and 
hemmed al! around. It has four wind 
vents and comes equipped with a 32’ 
rope. It measures 34x118”. 


different destinations in less than 
three weeks. 

Similar operations with a rush 
time limit called for multiple plates 
and 24-hour presswork for mailing 
cards, new car dealer mailers, credit 
invoice stuffers, handout folders and 
service station primers at Woodrow 
Offset Corp., D’Arcy Printing & Lith- 
ograph Corp. and Mutual Lithog- 
raphers, plus the fabrication of metal 
parts for the pump spinners by Oil 
Accessories Inc. 

Shell’s own stenographic and re- 
production department, meanwhile, 
prepared thousands of instruction 
sheets, letters, memoranda and 
scripts, many of which were revised 
several times, for division offices, dis- 
trict offices, salesmen, dealers and 
dealer meetings. 


>To get the materials to the numer- 
ous destinations on time, three air 
forwarding concerns were used, with 
the biggest rush being to the Pacific 
Coast. Some 62,000 pounds of mate- 
rials were shipped from New York 
and Chicago by air, some by char- 
tered planes. 

Tying it altogether, Shell’s con- 
tinuing program on TCP consists of 
the most concentrated series of 
newspaper ads the company has ever 
used; a record numer of local radio 
and television programs and station- 
break spot announcements; outdoor 
posters and miniature station frame 
posters; monthly oil industry busi- 
ness publication ads; service station 
point of sale packages; promotional 
and educational literature; large 
scale dealer sales meetings, and a 
special weekly tie-in merchandising 
program directed to Shell dealers 
during the life of the ad campaign. 

The phosphate-compound gasoline 
is sold throughout every state in the 
Union, although Shell doesn’t mar- 
ket in Colorado, Kansas, Nebraska, 
North Dakota, Oklahoma, South Da- 
kota and Wyoming. These seven 


states, comprising chiefly the Rocky 
Mountain area, have TCP through 
Shell’s authorized licensee there, 
Conoco (Continental Oil Co.). 


>Keynoting the campaign in most 
markets is an extensive newspaper 
schedule consisting of three inser- 
tions a week for 13 consecutive weeks 
during the peak gasoline selling 
period. Each series of three weekly 
ads consists of a large, conventional 
insertion and two smaller ads em- 
ploying a news style format. In 
addition, Shell uses magazine space 
to promote TCP. 

One of the key elements in Shell’s 
point of sale program is service 
station frame posters. Over 30,000 of 
these signs—common to the gasoline 
industry—get new TCP posters 
monthly. Tied-in are semi-spectac- 
ular outdoor bulletins, painted walls 
and TCP bulletin copy. 

Other phases of the campaign in- 
clude 7,000 outdoor posters, which 
have featured TCP almost exclu- 
sively. Radio and tv programs and 
spots have also concentrated on TCP 
promotion. 


> At the service stations themselves, 
which number close to 25,000, TCP 
gets a continuing push through a 
variety of point of sale pieces: 

® One of the most unusual pieces is 
a wrap-around display unit with 
three-dimensional multi-color plas- 
tic TCP letters designed for both 
day and night effectiveness. This unit 
fits around illuminated poles, which 
have become a standard method of 


Startingly New . . . This unusual sign is 
designed to wrap around illuminated light 
poles. Its 3-D multi-colored translucent 
plastic TCP letters are equally effective 
night and day. The letters, each in a dif- 
ferent color, are made of high-impact 
styron plastic mounted to a .75 pt. out- 
door cardboard with a .40 pt. inner liner. 
The unit is 37°’ high, 20’ wide at the 
top and 9’ wide at the bottom. It is 
equipped with metal supporting rods at 
top and bottom. 





More national atvertisers 


than any other 
illuminated sign 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design . .. market 
research ...mass production ...consistent product qual- 
ity ...complete records system ... shipping. 


The 25 years’ experience which developed SIGNver- 
tising also established the financial stability to assure 
completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 


Oe NEON PRODUCTS, INC. 


106 NEON AVENUE, LIMA, OHIO 


WRITE TODAY for a free subscription to 
SIGNews, the voice of SIGNvertising®. Or re- 
quest a SIGNvertising® engineer to assist you 
in planning your sign campaign, without any 
obligation. 


In Canada: TEK PLASTICS, Ltd., Toronto, Ontario 
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DAZZLE —reflectorizing xX 
mirror finished aluminum) 
creates a sparkle that gets X 
maximum attention in 


all lights. 


ENDURANCE — DuPont 
dulux enamel colors baked 
on non-rusting aluminum 
assure lasting brilliance. 
ECONOMY — light weight 
aluminum effects very 
definite savings in trans- 
portation costs. (100—24” 
x 18” signs, packed ready 
for shipment, weigh only 
30 lbs.) 


POSTING—signs can be 
easily attached with an 
ordinary hand stapler or 5% 
small tacks and for inside 
application, Kleen-Stik 4g 
Pressure Sensitive strips YY 
are available. 


WRITE FOR OUR 
CATALOG ON 
SIGNS, DECALS, 
AND HIGHWAY 
ADVERTISING. 
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gas pump island illumination. The 
lights on the poles shine through the 
plastic letters to give the display the 
effect of self-illumination. 

e A giant 8’-high revolving hang- 
out pole sign, which Shell claims is 
the first such advertising sign made 
available on a full scale. 

® Pennants in 50’ strings of multi- 
colored, triangular pieces of plastic- 
treated cloth. 

e Pump-top spinners for both pre- 
mium and regular gasoline pumps— 
the latter featuring X-100 motor oil. 
® A set of TCP salesroom window 
stickers in fluorescent colors to cover 
nine square feet of window area. 


>Shell also uses a weekly tie-in 
merchandising program for dealers. 
This consists of communications 
which stress the importance of in- 
corporating TCP sales points, fea- 
tured in the advertising material, 
into the pump island sales talks given 
to customers by dealers and their 
station attendants. 

This program includes: 
® Advance proofs of newspaper ads. 
e Letters from outdoor advertising 
companies handling TCP posters. 
© A series of jumbo postcard mail- 
ings from various Shell sales execu- 
tives, reproducing some of the ads. 

e Personal visits to stations by local 
radio and tv announcers featured on 
Shell programs. 

®A letter from Miss Carol Lane, 
Shell’s women’s travel director. 

To launch the campaign, Shell held 
numerous local dealer sales meet- 
ings, at which special props such as 
mock jet engines, gasoline tank 
wagon delivery trucks, 8’-high books, 
films, mounted blow-ups and sales 
skits were used to give dealers the 
story of TCP development, the chief 
sales and merchandising features of 
the product and a preview of the ad 
campaign. 

Shell also continues to hammer 
home the importance of TCP as a 
sales weapon by special articles in 
Shell Progress, the company’s 
monthly dealer publication. 4< 


‘Admiral 


Background Lights This new Ad- 
miral Corp. outdoor sign in Chicago uses 
flashing background lights, instead of 
outlining the letters, for an unusual ef- 
fect. At night the sign comes alive with 
the simulated stars flashing on and off 
against the maroon background. General 
Outdeor Advertising Co. (Chicago) de- 
signed and built the sign. 


s MMe the lifetime point-of- 


> purchase display that dealers fight for! 


STEP UP TO 
YOUR BEST BUY 


CTA A 


In front of your products EU)TneuS 
Set your product off from your competi- 
tion. Dealers appreciate these rubber 
mats because it helps them sell your 
product. 
Incredible? But absolutely true! Dealers 
do fight to get Advermats. Long-life rub- 
ber mats with your product name and 
selling phrase die cut and inlaid right 
through the entire depth of the mat 
Advermats sell your product where it 
counts, right at the dealer's highest 
traffic points. 
FREE: We give you a free Advermat sam- 
ple incorporating your own advertising 
copy. No obligation. For complete details 
write today for free brochure containing 
complete information on Free Offer 


Also use Advermats at the store entrance, on 
the counter, in front of the cash register, or 
as coin mats 


PERFO MAT & RUBBER CO., INC. 


461 Fourth Avenue, New York 16, N. Y 
Phone: LExington 2-3051 
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HERNARD’S Style of the Month: LYDIAN 


One of 23 new styles of 3-D Display Letters. Sizes 
from %” to 6” stocked for immediate shipment. 
Also letters, trademarks, logos to specifications. 
FREE—samples & catalog. 
HERNARD MANUFACTURING CO., 
923-R Old Nepperhan Ave. 


INC. 
Yonkers, N. Y. 
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ARO eo Ve reece 


in Lif 
Advertise Identify 

any Size ... Shape .. ~. Colors 

PORCELAIN ENAMEL FINISHERS 


3271) W. 30th St. © Chicago 74, fit. 


time Porcelain Enamel 
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AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 


supplies. 
Get in AR! 


Representatives in principal cities and Canada @ 
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If there ever was any doubt about 
the importance of printing as an 
advertising tool, it has been com- 
pletely dispelled by a survey just 
completed by AR. 

We asked a representative cross 
section of the advertising field to 
spell out printing buying practices 

. and the answers provide a good 
index to the activities of advertisers 
and their agencies in the graphic 
arts. AR received 322 usable replies 
—a 21% return. 

Here’s how the picture shaped up: 
e Advertisers spend an average of 
$136,940 annually for printing serv- 
ices—representing 25% of the adver- 
tising budgets of those reporting. The 
majority of the jobs — 53.3% —are 
printed by offset, with letterpress 
accounting for 43.9%. 

e The majority of firms depend upon 
regular sources of supply, selected 
primarily on the basis of quality 
(43.3%). The work is handled by an 
average of 6.6 printers per firm— 
both local and out-of-town sources. 
e Advertisers or their agencies gen- 
erally specify paper, typefaces and 
ink used for their jobs. 

e Nearly every advertising agency 
provides clients with services in the 
design and production of printed 
matter, with the demand for such 
services increasing. The average 
agency places $114,750 in printing 
orders annually, with offset getting 
60%, letterpress 38.6%. 





PRINTING & BINDING 


AR presents the third in a series on the buying 
habits of admen— how advertisers and agencies specify 


and buy printing for catalogs, direct mail and other literature. 


e In agencies, printing jobs are gen- 
erally handled by the production 
manager, who uses an average of 
8.3 different printers each year, both 
local and non-local. 
e Offset is becoming increasingly 
important as a method of producing 
advertising material. Although 55% 
reported no recent change in print- 
ing volume for any one _ process, 
42% noted that more of their jobs 
are going offset. 

The detailed findings of AR’s 
survey: 


>The first question asked adver- 
tisers was: Are expenditures for 
printing catalogs, direct mail and 
other sales promotion literature 
specifically set up in your adver- 
tising budget? 


e Yes . 153 
Ce 33 

Total replying .. 186 
>AR’s survey then asked: What 


percentage of the total advertising 
budget do these expenditures rep- 
resent? 

e Replies of 148 advertisers to this 
question ranged from 5 to 75%. The 
average was 25%. 


> Who in your organization has re- 
sponsibility for supervising produc- 
tion of printed material? 


e Advertising manager ..... 117 
e Advertising production 
manager ........ 14 






Assistant advertising 
manager 
Sales promotion manager 
Advertising agency ............ 
Product promotion manager 
Public relations manager.... 
Art director .... 
Sales manager 
Office manager 
Merchandising manager 
Purchasing agent 
Vice-president - 
Total replying 


— 


OrnNR SOF 


oreun 


os 
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>What is your annual expenditure 
for printing? 

e Annual expenditures of 133 ad- 
vertisers giving specific replies to 
this question ranged from $10,000 to 
$1,000,000. The aggregate was $18,- 
213,000 and the average was $136,940. 


>How is your work distributed by 
type of process? 


Amount Pct. 

$7,995,000 43.9 
9,711,000 ao 

529,000 2.8 


e Letterpress 
e Offset 


e Gravure 


>Have these percentages changed 
recently? If so, how? 


e No. 83 
@e More offset 64 
e More letterpress 2 
e More gravure 1 
e More silk screen 1 


Total replying 
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DIRECTORS GIVE 0.K. 
TO SILK SCREENED 
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Can you imagine any piece of corporate 
literature which receives closer attention 
from top management than the yearly fin- 
ancial statement ? 


These executives realize the importance of 
selling their current and future activities 
visually to the stockholders. And because 
they do, whether in May, September, or 
December, you can expect that Screen 
Process Printing is playing an increasingly 
important role in the preparation of such 
material. 


Creative people are finding this versatile 
method of reproduction offers vivid tech- 


niques to present the company financial | 


picture in eye-compelling graph formats 
and are pleased at stockholder acceptance. 
Broad, sweeping color areas are ideal back- 
grounds for plant views, as well as impart- 
ing a dynamic overtone to the whole report. 


Simplified booklets which management 
feels may justify only the barest attempt at 
“arty” dressing-up can hold their own with 
anything in the field after the addition of 
a Silk Screened cover. The screen process 
method of printing annual reports reduces 
production costs a marked degree, and 
gives complete versatility as to size of run. 
No matter how many are needed, the unit 
cost will be exceedingly modest. 


We will be glad to send you, and 
af) R your local Screen Printer a copy 

of Naz-Dar’s big, fully illustrated 
catalog. It will help you in order- 
ing and producing quality Screen 
Process Printing. 


“Business Building” 
Ink by NAZ-DAR 





' 
| My name 


Address 


| City ———— 


| My local Screen Printer’s name_ | 


ee 

. nan 
| Address ‘ 
| 

' 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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> Which factors determine the 
choice of production method, with 
relative importance indicated by 
percentages: 


Rte LS a 47.2% 
® Quality hebeds ..... 38.8% 
_ 
” 


Other factors (convenience, 
flexibility, nature of 
tr - 1.0% 
Comments on this question indi- 
cated that end results desired and 
size of run are other major factors. 


> Do you ask for bids on all printing 
jobs? 


e Yes . 79 
e Usually 20 
Pe eciecn 72 
@ Periodically - > cca 
e All over $500 a 
e All over $100. ae 

Total replying. 180 


»>Do you have regular sources of 
supply for most printing services? 


oS Fee... 179 
e No ; 3 
Total replying 182 


>What considerations determine 
your selection of a “regular” printer, 
with relative importance indicated 
by percentages? 


e Price 30.4% 
® Quality 43.30 
e Range of equipment 3.1% 
e Service and delivery 23.2% 


>How many different printers do 
you do business with in the course 
of a normal year? 

e Responses to this question ranged 
from two to 36. The average was 6.6; 
the median, 5. 

If the tabulation were confined to 
the 135 advertisers giving their an- 
nual printing purchases, as well as 
the number of printers involved, 
aggregate expenditures for printing 
would be $18,705,000, distributed 
among 915 printers, an average of 
$20,440 per printer. Many replies 
made a distinction between “major” 
and “minor” sources of supply, indi- 
cating that averages are not an 
accurate index. 


»>Do you buy from both local and 
non-local printers? 


e Yes Z . 21 
e No if 04 
e Rarely buy from non-local... 3 
e Buy from non-local only > Se 

Total replying... 180 


>In ordering printing, do you us- 
ually specify paper, typefaces, print- 
ing inks? 


e Yes .... ean .. 88 
BMI csscisiockcicdescsiamiialis a 
e Paper and typefaces only . & 
e Paper only . eae: 


e Typefaces only .. ’ 3 
e Give complete specifications 

on four-color work only... 1 

Total replying............ . 166 


>Does the management of your 
company exercise any influence on 
the selection of your printer or the 
materials to be used in printing 
production? 


© No .... el ens 
Occitan Saree 23 
e Yes—extremely cost-conscious 1 
e Printer, no; materials, yes. 1 
e Slight degree on materials. 2 
e Frequently selects printer. 1 

Total replying.............. 175 


> What, in your opinion, is the most 

important service a good printing 

salesman could offer you? 

e Technical knowledge which 
he would apply to cut 
costs or improve quality 66 


e Follow-through ..... 17 
e Complete service ...... biti 20 
e Grasp of our problems... 6 
@ Quality reproduction . 15 
e Prompt delivery ......... 11 
e Accuracy and dependability 6 
e Ability to quote 2 
e Regular contacts .... 3 

6 


Total replying... ...... 14 
>Do you use the facilities of your 
advertising agency for handling 
printing jobs? 


e Yes 92 
e No .... 74 
e Preparation only . 12 

Total replying......... 178 


>If so, what is the percentage as- 
signed to the agency? 

e Replies of 87 advertisers ranged 
from 1% to 100%. The average was 
36%. 

The 63 advertisers who answered 
both this question and the one con- 
cerning annual printing volume indi- 
cated that their agencies handle 
$2,605,000 of their printing annually. 
Assuming that each advertiser had 
only one agency, the average was 
$41,000 per agency per client. 


SILK SCREEN SuppPLiEes 


FILMS * PAINTS 


* SCREENS 


Kiswee. 


“But, Madam .. . those screens you 
bought are not to be used in windows!” 








Agency Answers 


>The first question asked agencies 
was: Do you provide service to 
clients in the design and production 
of catalogs, direct mail and other 
sales promotion material? 

e Yes oe 

e No ....... 2 

Total replying ; 

The next question: What is the 
approximate annual volume of print- 
ing work which you handle for 
clients? 

e None pinndanens: ae 
e Don’t know or don’t wish to 
divulge . bisidnticccmanntae ae 
e $10,000 to $1,500,000... 115 
e Aggregate volume of 
115 agencies $13,197,000 
e Average per agency $114,750 


>Do you find demand for this type 

of service increasing? 

e Yes . es 

e No , 18 
27000) replying..................... 173 


> Who in your organization is re- 
sponsible for supervising production 
of printing jobs for clients? 
Production manager 
Art dept. and production mgr. 
Copy chief 
Account executives 
Art dept. and account 
executive 
Account executive and 
production manager .......... 18 
Executive vice-president 1 
Agency principal 10 
Art director 4 
Total replying........................ 133 


>How is your work distributed by 
type of process? 

e Letterpress seneee BO.O% 
e Offset ..... 60.0% 
e Gravure . 14% 


> Which factors determine the choice 
of production method, with relative 
importance by percentages? 
Virtually all agencies answered 
this question. Average of percent- 
ages: 
© Cost 48.8; 
® Quality 33.4% 
e Speed 13.2% 
e Other factors 46% 
While these figures seem to indi- 
cate reasonable cost as the primary 
goal of agencies, some of the accom- 
panying comments tended to contra- 
dict this inference, as well as ex- 
plaining the “other factors” in- 
volved: 
e “Choice of reproduction method is 
dictated by facility of preparation.” 
e “Know-how is the chief factor in 
selection of a printer.” 
e “Size of run often determines pro- 
duction method.” 





SERVICE; 


On all phases of typography... 


at the lowest final cost to you! 
Agency Ad Composition 

POOLE BROS. INC - Chicago 

WAbash 2-6800 


TYPOGRAPHERS + PRINTERS * LITHOGRAPHERS 
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Sunbonded 
DAY-GLO 


for 24 sheeters 


@ New Sunbonded 
DAY-GLO is ideal for 
24-sheet posters 
because it keeps its 
eye-catching brightness 
as least twice as long 
as regular DAY-GLO. 








oa HEE 
SWITZER BROS., INC. 


FIRST NAME -IN Fi RESCENT COLORS 
VAY eee ae ee eS mel) 
IN CANADA: STANDARD SALES COMPANY 






4097 Madison Avenue, Montrec! 28, Quebec 
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CW & 
The Client’ Rides’ Again... 


and we do mean YOU! Get him off that back- 
seat. Show him facts and figures presented in 
the modern Belford CLAREPORT* manner and 
he'll listen. Clareport* is the new report cover 
that gives the look of clear, effective thinking 
and “‘sell’’ to your message. 
Clareport*—ideal for sales manuals, esti- 
mates, price lists, etc., is a transparent front 
cover with Strathmore Beau Brilliant back cover- 
stock in 8 colors. Clareports* are made to hold 
standard 11” x 812" sheets. (Special sizes to 
order.) 25c each for 1000, 30c each for 100. 
Don't delay—Send for your FREE Sample today. 


Belford 


Company, Inc. 


317 W. 47 St., Dept. N 
New York 36, N. Y. 
PLaza 7-5950 


We make easel 
binders and presen- 
tation binders for “\ 
particular sales 
problems. Write or 
phone. 


ou.s. Pat. 2480017 
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e “Clients’ own contacts with print- 
ers may govern selection of printer 
or production process.” 

e “Nature of promotion piece is 
likely to be deciding factor in choice 
of production method.” 

e “Our art and production depart- 
ments are sold on offset.” 

e “We select letterpress for our cat- 
alogs because much of the type can 
be used next year.” 

e “Offset houses seem to know their 
costs better than letterpress printers, 
hence can quote immediately.” 

e “The more illustrations, the great- 
er chance the job goes offset.” 

e “Production process determined 
by specific result being sought.” 

e “If the job requires a lot of Ben 
Day, plate price dictates use of 
offset.” 

e “All depends on purpose of job.” 
e “Layout a primary factor.” 

e “Flexibility is an important factor 
in selecting the process.” 

e “Changeable copy, press fit, plates 
needed for other purposes are fac- 
tors.” 

e “Possibility of re-run must be 
considered. One-shot goes offset.” 

e “Ultimate use determines produc- 
tion method. For example, instruc- 
tion sheets need not be of the high 
quality required in sales literature.” 
e “Ease of controlling composition, 
last-minute layout changes, usually 
call for offset with us.” 

e “We want a printer we have con- 
fidence in, who will guarantee top 
work and deliver.” 

e “Paper stock on hand may deter- 
mine production method.” 

e “Our own paste-up for offset gives 
us better control of job.” 


> Do you ask for bids on all print- 
ing jobs? 


e Yes 63 
e No. 51 
e Usually . 16 
e All over $100 3 
e When time permits 1 

Total replying 134 


»>Do you have regular sources of 
supply for printing services? 


e Yes. 131 
e No 3 
Total replying 134 


>What considerations determine 
your choice of a “regular” printer? 

While some agencies indicated that 
all listed factors (price, quality, 
range of equipment, service and de- 
livery) carried equal weight, others 
told a different story. The averages: 


e Price . 30.0% 
® Quality .... 42.3% 
e Range of equipment 6.1% 
e Service and delivery . 216% 


>How many printers do you do 













Interested in 
new sales ideas 
to sell your 
new line? 







call 
iy Sa 
IDEAS seersendion- 
presentations 
Algonquin 5-255 


@-----|- ----------- oce- 


Fastest Service 
in Town 





for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
Dept. A-9-A. 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 
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business with in the course of a nor- 
mal year’s work? 

e Answers ranged from two to 50. 
The average was 8.3. The median 
was 6. 


>Do you buy from both local and 
non-local printers? 
e Yes 


OO 


¢. 


>In ordering printing, do you us- 
ually specify paper, typefaces and 
printing inks? ° 
an 400 eae Proofing and 
Pre-Printing for 
eet ane VY National Advertisers and 
Paper and typefaces only 25 So ot c 
Paper only Pht 1 Advertising Agencies. 
Paper and ink only . a 6) 


Nu 
Typefaces only io a O 
Depends on job 1 e C) 

Total replying 134 O Qiammtihies TY’ 
>In your opinion, what is the most 'e ANGULULS ... 
important service a good printing e 

salesman can offer you? Complete services for 

e Personal follow-up of job producing monotone and. 


until delivery on prom- full color commercial 


ised date ... sesosee cylinders for packaging 
e Sound technical advice, espe- printers. 


cially in planning stage 

e Quick, firm estimate... 

e Intelligent cooperation, based Positives for Newspaper, 
on knowledge of his plant From planning through final Magazine, and Mail 
ne pel egg ate proofs, ACME is equipped to Order. Conventional or 

=i veniv 
PS handle all of your needs. With News Dultgen. 

>Do you maintain any production complete proofing facilities for 

facilities of your own, other than for National advertising and com- 

preparation of copy? 

e No. 133 

e Yes 1 
Total replying 134 lick your Gravure problems. 

The one affirmative reply indicated 
that an associated company operates 

a photoengraving plant, which ac- 

counts for 5% of its printing pro- 

duction volume. 


mercial cylinders, and the proper 
know-how, ACME can help you 


CHESAPEAKE 3-1377 
Conclusions 
> Among the more important con- 
clusions which may be drawn from 
the data provided by this survey, 
the following are significant: 
1. Few advertisers buy printing on 
a price basis, though price is always 
a factor. Quality and service are 
equally emphasized. a ass 
2. While there is a strong trend to 
the use of offset by advertisers, let- HE) ertteing 
terpress reproduction continues to , 
be important and to hold a major 
place in advertisers’ specifications. 
3. Printing is not a local business, 
since more than two-thirds of all == | \>* 
advertisers reporting utilize the = 
services of out-of-town plants as he tee it 
well as local printers. — a= NEW YORK 17, N. Y. 
4. The majority of advertisers regu- 
larly specify paper and typefaces Phone 
for their printing jobs and in some PLaza 5-0404 
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4.cOLOR 
ADVERTISING 
LITERATURE 


for the price of 2 


This free booklet explains how 
your advertising and sales 
literature can be produced in 
full color lithography at 

prices never before possible. 

H. S. Crocker’s exclusive 
Colorform method is even for 

a limited budget. 


Write today 
for your 

free copy 

to the nearest 
H. S. Crocker 
office 


Dept. A-9 


H. S$. CROCKER CO., INC. 

San Francisco 

720 Mission 
Chicago New York 
350 N. Clark 100 Hudson 


Los Angeles 
2030 E. 7th 


Baltimore 
1600 S$. Clinton 
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cases, also specify brands of printing 
ink to be used. 

5. Buying authority is concentrated 
almost entirely among advertising 
managers and members of their de- 
partments. Only in isolated cases 
does general management concern 
itself with printing sources of supply. 
6. Advertising agencies are active 
in the design and purchase of print- 
ing on behalf of their clients. The 
trend toward assigning responsibil- 
ity for printing to agencies is grow- 
ing. 

7. Printing salesmen are looked to 
by advertisers and agencies to assure 
good service and prompt delivery, 
and can become important to adver- 
tisers in the solution of their pro- 
duction problems. 44 


Present Trans-Vision 


In Milprint Booklet 


Milprint Inc. (Milwaukee) has 
taken advantage of the relaxation in 
second class postal regulations (Aug. 
AR) by preparing a special presenta- 
tion booklet showing how its pat- 
ented Trans-Vision process can be 
adapted for magazine inserts. 

Trans-Vision is Milprint’s process 
of showing the inside workings of a 
product by successive acetate pages, 
usually overlaying a final illustra- 
tion on an end page of paper. Each 
Trans-Vision page consists of two 
illustrations printed by rotogravure 
on acetate, then folded over in per- 
fect register so as to display opposite 
sides of a given item. Two, four or 
more Trans-Vision pages can be 
combined into one insert. 

The Milprint booklet reproduces 
a letter from N. R. Abrams, assistant 
postmaster general, who said: “Cop- 
ies of second-class publications con- 
taining Trans-Vision material will be 
accepted for mailing at the second- 
class postage rates.” 

The booklet, composed of four 
Trans-Vision pages and an addi- 
tional four pages, shows two exam- 
ples of the value of the technique. 
One series of illustrations “takes 
apart” a wrist watch. The other series 
is of a motor. 


For your copy circle No. 503 on the 
Reader's Service Card inside back cover. 


Insta-Lith Ink Described 


A folder showing the printing 
qualities of Insta-Lith, quick drying 
lithographic inks, is being offered by 
the Howard Flint Ink Co. (Detroit). 
The folder shows printed samples of 
process colors and standard red, blue 
and black. A full-color reproduction 
of a photograph of Marilyn Monroe 
is used to show the qualities of the 
process colors. 


For your copy circle No. 504 on the 
Reader’s Service Card inside back cover. 


ewiet veal 
REVISED a 


New Edition .. . A revised edition of the 
authoritative booklet, ‘‘How to Lithograph 
Coated Offset Paper’’ by Robert Reed, has 
been published by Kimberly-Clark Corp. 
(Neenah, Wis.). The revised booklet 
covers new materials, equipment and 
methods related to successful running of 
coated offset stock. Typical of some of the 
revised booklet’s 50 sections are: ‘’Ad- 
vantages and Disadvantages of Coated 
Paper,’ ‘‘Does Coated Offset Print Like 
Uncoated Offset?”’ and ‘’Practical Tests for 
Coated Paper.’’ Copies are available from 
Kimberly-Clark Corp., Neenah, Wis. 


WNU Booklet Example of 
Top Color Reproduction 


An outstanding example of fine 
color printing is a promotional book- 
let issued by Western Newspaper 
Union (New York). Designed to 
show the complete facilities of the 
WNU printing plant, the booklet 
features five brilliant full-color il- 
lustrations. 

In addition to the color photo- 
graphs, the booklet describes WNU’s 
“everything under one roof” facili- 
ties for handling printing jobs from 
design and composition to binding 
and delivery 

For your copy circle No. 505 on the 

Reader’s Service Card inside back cover. 


Screen Process Group 
To Meet in St. Louis 


St. Louis will be host to the Sixth 
Annual Exposition of Screen Process 
Printing, Oct. 30 through Nov. 2. 
Jefferson Hotel has been selected as 
the convention headquarters. An 
estimated 6,000 exhibitors, screen 
processors, suppliers, artists and ad- 
vertising agency personnel are ex- 
pected to attend the international art 
exhibit, other exhibits and the 
forums to be held in connection with 
the convention. 44 





Multi-Colored Catalog 
Covers Shown in Folder 


A line of catalog covers and bind- 
ers in two, three or four colors is 
illustrated and described in a bro- 
chure put out by Federbush Co. 
(New York). Twelve examples of the 
attractive covers are shown. 

Trademarks, products, buildings, 
scenes and other designs can be re- 
produced in full color or in any com- 
bination of colors by Federbush’s 
“Colorama” system. The binders also 
can be embossed. The binders are 
available in a variety of types—loose- 
leaf, flexible ring, sectional post, 
angle back and pyramid easel binder. 
However, the entire line is not avail- 
able in full color. 

The 12 examples of color covers 
shown in the brochure include some 
used by Sherwin Williams, Philco, 
TWA and Ohaus. 


For your copy circle No. 506 on the 
Reader’s Service Card inside back cover. 


Low-Cost Printing 
Offered by Regina 


A combination price list, covering 
offset and letterpress printing, offset 
platemaking, binding and mailing 
has been issued by Regina Service 
(Brooklyn). The firm, which special- 
izes in low-cost, standard-size print- 
ing, offers 24-hour delivery on most 
jobs. 

Typical Regina prices include: 


@ 1,000 one-side 84x11” offset print- 
ing on 16 lb. bond stock for $6.60. 


@ 10,000 two-side 17x22” offset 
printing on 50 lb. offset stock for 
$163.10. 


@ 10x15” line offset plates for $2.25. 


e@ 1,000 8%x11” letterpress printed 
letterheads on 20 lb. bond stock for 
$7.25. 

While the price list features stock 
sizes and specific paper weights, etc., 
many variations are available at 
small additional charges. 


For your copy circle No. 507 on the 
Reader’s Service Card inside back cover. 


Arrow Offers Portfolio 


A portfolio of assorted samples of 
offset printed jobs produced by Ar- 
row Lithographic Co. (Chicago) has 
been prepared by the company. The 
portfolio contains a variety of mate- 
rials including catalog sheets, pos- 
ters, direct mail pieces, sales litera- 
ture, house organs, etc. 

Both black and white and color 
pieces are included. 


For your copy circle No. 508 on the 
Reader’s Service Card inside back cover. 
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LONELY? 


You won't be with the kind of re- 
sponse your sales message gets from 


Advertising Requirements 
the most responsive magazine in busi- 
ness publication history. 





LONG BEACH 13, CALIF 
> « 
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NEWS ITEMS 


on any subject 


From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 


. for more details circle 572, page 101 


September 1954 ¢ ar « 


15 





Ovr sop is to 
reproduce with perfect 
fidelity any drawing 
or painting given 
us regardless of subject 


or medium. We think we 


are pretty good at it and the long list of distinguished firms and 


agencies who remain our clients year in and year out proves our contention. 


Collins, Miller & Hutchings Inc. 


PHOTOENGRAVERS 


207 NORTH MICHIGAN AVENUE * CHICAGO 1, ILLINOIS 
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for ( 
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Flexibility . . . These two different illustrations demonstrate the 
flexibility that can be gained using carbro prints. The ‘‘action”’ 


Carnation Reci 


PHOTOENGRAVING & PLATEMAKING 
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in ad | involved extensive retouching, while in ad 2 elaborate 
strip-ins on the carbro were required. 


Carbro Prints 


ee e quality color copy for engraving 


A leading West Coast art 
director discusses the advan- 
tages of using carbro prints as 
copy for full-color engravings. 


By Jules Kopp 
Chief Art Director 
Erwin, Wasey & Co. 

Los Angeles 


Every photographic color assign- 
ment calls for this major decision 
by the art director or photographer: 
Should he use a print made either 
from a one-shot camera or a trans- 
parency, or should he consider only 
the transparency for reproduction 
copy. 

There are two distinct methods of 
making color prints, dye transfer and 
the carbro process. Dye transfers 
(formerly called “wash-off relief’ 
prints) are dye imbibition prints and 


are usually made from _ transpar- 
encies, which minimize register diffi- 
culties. Compared to carbro, they 
lack color permanence and flexibility 
as far as stripping and retouching 
are concerned. There are many good 
dye transfer printers who specialize 
in prints tailored to advertising 
requirements. 

Carbro prints are usually made 
from negatives taken in a one-shot 
camera. With this equipment the 
separation negatives for the three 
primary colors are taken simultane- 
ously. When a rigidly fixed subject 
is being photographed, straight sepa- 
ration negatives taken through tri- 
color filters can be shot in an 
ordinary view camera. However, ex- 
cellent carbro prints can also be 
made from transparencies, the color 
separation negatives being made 
from the transparency itself. 


>The very best reproduction of the 
original scene is obtained by the en- 
graver working from the direct sepa- 


ration negatives with a carbro print 
used as the color guide in correcting 
plates. Should retouching or an as- 
semblage of several photographs be 
required to execute the art director’s 
layout, the engraver should work 
from the stripped, retouched carbro 
print. This is the usual situation. 

When the illustration has to be 
taken on a transparency material, 
a carbro print from the transparency 
is a good interpretation of what the 
transparency will look like when 
reproduced. 

In making the decision of prints 
versus transparencies, here are some 
of the points to be considered: 

1. Does the shot involve action, as 
in the cheese sauce ad in Illustration 
1? The problem here was to keep the 
right amount of sauce on the food 
as the sauce was poured. Obviously, 
the desired effect could be obtained 
only by faking. The answer was 
to use a string covered with the 
sauce, even though a considerable 
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Are You Paying 
for Engravings? 


OME items are higher priced than 
S others... not necessarily because 
they are better quality, but be- 


cause of higher sales costs involved. 
Salesmen must be paid, you know. 


But when it comes to engravings, 
our customers are fortunate. Ever since 
G. R. Grubb & Co. was established 
(1909), the majority of orders have 
come in the front door or by mail. We 
don’t need a sales force. Our only 
“traveling man” spends most of his 
time strictly on helpful service calls. 
As a result, there are no large sales 
costs added to our prices. And when it 
comes to quality or service, we'll get 
in the ring with any other engraver 
who dares to compete. 


We would like to work for you. If 
located anywhere in the Midwest, 
you’re only as far away as overnight 
mail. Try us with one order (anything 
from complicated four-color process 
to the simplest line etching) for a 
double check on our quality, service 
and price. Remember, too, that we 
are fully staffed to give top service in 
all types of photography, retouching, 
creative design and finished art. 


HERE'S PROOF! 


We'll be glad to send 
proofs of current jobs so 
that you can inspect (with 
a critical eye) the quality 
of G. R. Grubb & Co. 

\ engravings, made for 
\ customers over a wide 
area who order by 
mail. And we'll be 

\ glad to give an esti- 

, mate on any job so 


—_~ that you can compare. 


G. R. GRUBB & CO. 
ENGRAVERS 


Artists* Photographers 
CHAMPAIGN, ILLINOIS 


. for more details circle €00, page 101 


48 ¢ ar * September 1954 








amount of retouching would be 
needed to make the shot look con- 
vincing. Because of the nature of the 
assignment and because of the neces- 
sary outlining and retouching, a 
carbro print appeared to be the best 
solution. 

It is true a transparency can be 
retouched, but there are very few 
good transparency retouchers, and 
in some areas there are none at all. 
Unless a transparency is retouched 
properly, the result is poor plates. 
It is better to have a competent artist 
retouch a carbro made from a trans- 
parency than to attempt to retouch 
the transparency itself if the art di- 
rector cannot rely on the engraver 
to do the necessary correction. 

Illustration 2 shows the flexibility 
in stripping on a carbro print. The 
car illustration was shot inside the 
studio. The background was shot 
outdoors. Note also that the people 
inside the car are made smaller in 
relation to the car. This creates the 
illusion of the car being larger and 
roomier. All these elements were 
combined by the carbro printer into 
one finished print. For complicated 
photographs like this, a carbro is 
the answer. Elaborate strip-ins or 
cut-outs can be readily combined in 
the final transfer step when making 
a carbro print. 

2. If presentation is important, a 
flat, opaque piece of copy that can be 
presented in a large blown-up size 
and can be viewed under normal 
lighting conditions is far more im- 
pressive. The client can be shown 
the finished carbro with the assur- 
ance that the engraver will be able 
to duplicate it because the pigment 
colors used in the carbro materials 
can be readily matched with high- 
quality printing inks. 

3. In many instances it is far more 
economical to use a reflection print. 
Many engravers charge a flat 25% 
difference in making a set of plates 
from a transparency, over a carbro 
or dye transfer print. 

Also, in using carbro prints an 
entire ad consisting of many pieces 
can be assembled into position, 
thereby eliminating expensive strip- 
in charges. 

In checking proofs from finished 
engravings, a carbro print is more 
easily compared with the progres- 
sives since it does not require a 
viewing box, and transmitted light 
does not have to be taken into 
consideration. 


> The great advantage of the carbro 
print to the art director is that it 
shows him how the finished photo- 
graph should appear in printed form 
and gives him a medium which the 
printer can be expected to reproduce 
accurately. 
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Science 
LETTERPRESS 


The improved science of letter- 
press printing offers’ better re- 
production than ever before, 
provided your engravings meet 
the exacting requirements of 
modern printing equipment and 
techniques. 
At DOT, you get that quality. 
We are making outstanding line 
and halftone, color and black 
and white engravings for cus- 
tomers from coast to 
coast. 


OT 


Cng POUVCPI, «+ J, WHC. 


600 W VAN BUREN ST+ CHICAGO 7 
TELEPHONE STATE 2-5367 
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Get the Facts! 


PHOTO-ENGRAVING 
COMPLETELY EXPLAINED TO 
E 09 THE LAYMAN 


And don’t forget 
Horan’s “around 
the clock” service 
whether your 
problem is 
black and white, 
benday or color 
process. 


Price: $2.00 per copy 24 HOUR SERVICE 


108 pages—Lavishly illustrated in 
black and white, and color 


Now—"brush-up”’ with this modern, 
complete and fully illustrated guide 
to correct photoengraving methods. 


Inquire about our NEW SOUND COLOR FILM 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 © Branch Office: MArket 2-4171 

Please send me (prepaid) 

your 108 page revised book, ‘TA 
Technique of Photo-Engraving.”’ 
My check far $.......0.00. 


copies of 
e Art and 


. is enclosed. 
STREET 


GE iwocianean0. ewe aes Ss 
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Competition for readers grows keener. What does it matter 
if your text is the world’s finest . . the most believable and 
convincing . . #f your picture lacks the power to stop them 
. . to get your message read? 


Eye-catching plates are a specialty here at SUPERIOR. All 
the cpa known to the art are taken in stride by our 
skilled craftsmen. 


If you want to add plus power to attract greater attention, 
to win the readership battle between the ads in any book 
or paper, put the problem up to SUPERIOR. 

The versatility of a SUPERIOR salesman . . the ideas he can 
offer may prove a pleasant surprise to you! And it’s often 
comforting to know, with CERTAINTY, that your job in 
our shop will get the full treatment . . a degree of speed 
and efficiency unapproached in the history of the industry! 


Try this SUPERIOR SERVICE. See exactly what we mean 


by TOP EFFICIENCY . . TOP QUALITY— at BOTTOM 
COST. 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois ¢ Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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An advertisement, if it has been 
prepared as a carbro print, can, when 
the job is finished, be presented to 
the client as an attractive permanent 
display print for his office. 

The basic carbro process differs 
from all photographic color processes 
in that the final image is composed 
not of dyes which will change in 
time, but of finely-ground sus- 
pensions of unchanging pigments in 
layers of colorless gelatin. Three 
such layers—cyan, magenta and yel- 
low—superimposed upon a white 
background, form a tri-color carbro 
print. 


>The process depends upon the 
chemical interaction between the 
silver of a black-and-white bromide 
print and the chemicals of a sensi- 
tizing solution present in a layer of 
pigmented soft gelatin. The gelatin 
in its original, unprocessed state will 
dissolve in warm water, but not in 
cold. 

After the pigmented gelatin has 
been soaked in a sensitizing solution 
and has been brought into contact 
with a bromide print, two major 
actions occur—the silver of the 
bromide print is bleached, and the 
colored soft gelatin is hardened— 
rendered insoluble—to a depth that 
is directly proportional to the 
amount of silver in direct contact 
with it at a given point. 
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“There's been a mistake . . . the dummy 


calls for a cut 2x4 inches!” 





Following this reaction, the bro- 
mide print is pulled away from the 
colored gelatin, which, now bearing 
imbedded in it an insoluble image 
extended from the surface down- 
ward, is squeezed into close contact 
with a sheet of plastic so the image 
is next to the plastic support with 
the still soluble gelatin on top of it. 

Immersion of the plastic in warm 
water melts and washes away the 
soft gelatin, leaving the hardened 
image attached to the plastic sup- 
port. This support and its combina- 
tion images are transferred in reg- 
ister to a final support, which may 
be either paper or any other smooth 
surface coated with hardened gelatin. 

44 


Features of Reillytypes 


Described in New Folder 


A new folder describing Reilly- 
types has been issued by Lake Shore 
Electrotype Division (Chicago). The 
folder explains the function and ad- 
vantages of the Reillytype method 
of producing duplicate plates. 

According to the folder, the Reil- 
lytype is a 16 gauge solid copper 
plate, produced in one, two, three 
and four colors. Among the advan- 
tages listed are: 

e Costs approximately 75% less than 
duplicate engravings. 

® Delivery in three to four days. 

e Can be etched specifically to meet 
the widely different requirements 
in stock, ink and printing conditions 
of any designated publication. 

e Due to surface treatment of the 
plate, make-ready on vignettes and 
other areas can be effected with no 
additional cost. 

e Makes it possible to produce 
safety moulds of original engravings 
so that originals can be released to 
the publisher on the same day. 

The folder also shows a compari- 
son of an original engraving and 
Reillytype facsimile and lists a num- 
ber of leading national advertisers 
using Reillytypes. 

For your copy circle No. 509 on the 

Reader’s Service Card inside back cover 


... NEWSPAPER MATS 


When time is important—for fast, de- 
pendable service with top quality, you 
can depend on Lake Shore to come 
through “in the pinch’’—for that’s a 
Welt Mele Mey ol alo Co ML Cold 
service on mats, Pi teESiTs Ce oe Sit dle 
types, reprints and shipping. The largest, 
most complete filing service on dealer 
co-ops and dealer mats in America. 


lake SITE: ELECTROTYPE DIV. 


1224 West Van Buren Street 
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Advertising Copyrights 


... Continued from Page 27 


Swiss cheese-like perforations which 
produced music when run through 
a mechanism built into a piano) was 
not a writing or a copy within the 
copyright statute, and that, there- 
fore, persons manufacturing such 
player piano rolls did not require 
the permission of the copyright 
owners. 

In 1909, the Copyright Law was 
amended to create the so-called 
“mechanical right in musical com- 
positions” whereby manufacturers of 
phonograph records and other de- 
vices which mechanically captured 
musical compositions for ultimate 
sound reproduction were required to 
secure the permission of the copy- 
right owner. 

The constitutionality of the 
amendment to the Copyright Law 
which followed the White-Smith 
case has never been directly chal- 
lenged. It is therefore quite possible 
that Mr. Justice Douglas has pre- 
sented us with a warning signal, 
namely, that the word “writings” as 
used in the Constitution, may have 
a far more classical meaning than 
many of us presently believe. 


>Certainly, the entire future of 
copyright protection in the field of 
industrial design is directly depend- 
ent upon the assumption that three- 
dimensional works are “writings” 
within the meaning of the Constitu- 
tion. Furthermore, it is quite pos- 
sible, under the point of view sug- 
gested by Mr. Justice Douglas, at 
least to question whether three-di- 
mensional works of art having no 
utilitarian purpose are a proper sub- 
ject of copyrights within our consti- 
tutional framework. 

A study of the history of the de- 
velopment of the various copyright 
statutes, and particularly those por- 
tions of the copyright statute which 
relate to the graphic arts, indicates 
quite clearly that, with each suc- 
ceeding statutory amendment, Con- 
gress has gotten farther and farther 
away from the notion that copyright 
protection was intended only for the 
so-called “fine arts.” 

Earlier in the series, we referred 
to the historical Bleistein case, where 
Mr. Justice Holmes upheld the copy- 
rightability of ordinary circus post- 
ers. This decision in the early 
twentieth century came as quite a 
shock to many laymen and to some 
lawyers who had believed that copy- 
right protection in the graphic arts 
field was restricted to the so-called 
“fine arts.” 


> Actually, much of the thinking of 
Congress and of the courts is un- 
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Most any modern engraving 
plant could produce our 
kind of engravings... pro- 
vided its craftsmen exercised 
the same painstaking care 
we do, used the same skills, 
applied the same techniques, 
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questionably dictated by a basic con- 
cept of U. S. public policy relating 
to copyright, namely, that copyright 
in the U. S. is primarily in the pub- 
lic interest and not in the interest 
of a particular class of our citizen- 
ship. 

A very fine statement of this point 
of view is found in a report made to 
the 60th Congress which accom- 
panied the bill which subsequently 
became the Copyright Act of 1909. 
This report stated: “The Constitu- 
tion does not establish copyright, but 
provides that Congress shall have 
the power to grant such rights if it 
thinks fit. Not primarily for the 
benefit of the author, but primarily 
for the benefit of the public, such 
rights are given. Not that any par- 
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ticular class of citizens, however 
worthy, may benefit, but because 
the policy is believed to be for the 
benefit of the great body of people 
in that it will stimulate writing and 
invention to give some bonus to 
authors and inventors.” 

I believe that in this language we 
find what in all probability will be 
the underlying social policy which 
will have the greatest influence in 
shaping the future copyright system. 
This has particular significance in 
connection with the graphic arts. 
As the imagination and genius of 
creative American artists is cap- 
tured by industry to make everyday 
utilitarian articles more attractive, 
more pleasing to the eye and, in 
many cases, more efficient, it would 
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seem normal that the public interest 
in having better, more useful, more 
enjoyable utilitarian objects would 
dictate that our copyright system 
keep pace with the great technical 
developments of the present day. 
As we look about us in everyday 
life, we find that we no longer are 
satisfied with even the most ordi- 
nary objects in our home or office 
unless those objects have a degree 
of artistry which gives to them an 
ornamental as well as a utilitarian 
purpose. 44 


Mr. Burton discusses the appli- 
cation of copyrights in the radio 
and television field. 


Next 
Month 


Sun Offers Army Bulletin 
On Offset Plate Coating 


The Army Map Service has re- 
leased a 22-page bulletin describing 
the characteristics, use and results 
obtained with a new photo-sensitive 
coating called “Metalife”—for the 
preparation of offset “surface” plates. 

The bulletin describes in detail the 
procedures for preparation of both 
grained and grainless plates, and de- 
scribes the unusual ability of Metalife 
coating to produce plates for excep- 
tionally long runs, as well as plates 
that are relatively unaffected by 
atmospheric changes or humidity— 
either before or after exposure. 

Copies of the bulletin are available 
from Sun Supply Co. (Long Island 
City, N. Y.). 

For your copy circle No. 510 on the 

Reader’s Service Card inside back cover 


Colitho Booklet Describes 
Varied Uses of Duplicator 


Specific examples of how Colitho 
offset duplicating plates are being 
used in business and industry are in- 
cluded in a lively 842x11” booklet of- 
fered by Colitho Division, Columbia 
Ribbon & Carbon Mfg. Co. Inc. (Glen 
Cove, N. Y.). 

Described and illustrated are sev- 
eral purchase order forms on a single 
plate, a sales order book, a split ship- 
ment invoice and a production ticket. 
The split shipment invoice is an ex- 
ample of use of two plates—a basic 
plate for all duplicated copies, which 
also acts as the master copy, and a 
narrower plate placed on top of the 
basic plate to reproduce the variable 
information required on individual 
shipments. 

The first four pages of the book, 
which is entitled “Cash in on Your 
Offset Duplicator’s Idle Time!”, show 
through cartoons and copy how im- 
portant it is to utilize a duplicating 
machine as efficiently as possible. 


For your copy circle No. 511 on the 
Reader’s Service Card inside back cover. 





By Franklin C. Wertheim 
Sales Manager 
Abbeon Supply Co. 
Jamaica, N. Y. 


Last week we caught a crook. 
Caught him cold after he had stolen 
part of our most priceless business 
asset. 

We are a relatively small firm but 
over the past few years we have 
spent over a hundred thousand dol- 
lars developing a customer list of 
some 13,000 individuals and com- 
panies. We have always given our 
customers high type merchandise at 
a fair price, guaranteeing everything 
we sell to give complete satisfaction, 
and our customers have come to 
trust us. In conjunction with the 
ownership of this customer list we 
have found it profitable to rent the 
use of these names to other business 
houses which desire to contact indi- 
viduals and companies purchasing 
high priced gift articles through the 
mail. 

Some of these companies have 


DIRECT ADVERTISING 


GAFF YOUR 
MAILING LIST 


Riding herd on unauthorized use of your mailing lists can become 
an important part of a direct mail operation. The author tells the 
method he is using to protect his company’s mailing list. 


rented our list as many as five times 
in a single year, which shows their 
satisfaction. Each time we rent the 
entire list we place a neat profit of 
between $80 and $100 in our pocket. 
We consider it a very nice source of 
income, as we do not perform any 
great amount of physical or mental 
labor in conjunction with these 
rentals. 

The work of ferreting out and 
screening the companies which de- 
sire to use our names is done by any 
one of a number of reputable list 
brokers, most of whom are members 
of the National Council of Mailing 
List Brokers. In our turn, when they 
inform us of the desire of a company 
to rent our names, we check for two 
facts: 

1. Is the prospective renter non- 
competitive? 

2. Is the prospective renter of our 
list the high type of ethical company 
that we wish to make offers to “our” 
companies and individuals? 

We do not believe there is any 
such thing as sending a man too 
much mail as long as the mail is 
interesting, although as a matter of 
courtesy, we will not schedule two 
mailings in one week. The several 


thousand dollars per year in profit 
procured from the rental of this 
small but high-pulling list is what 
we call easy money. 


> Unfortunately, in this world there 
are sharks and wolves and people 
who are slightly dishonest, and 
people who are downright crooked. 
It is necessary, no matter how care- 
ful you are, to in some slight measure 
attempt to achieve protection against 
the occasional personage who creeps 
past the normal safeguards. 

Of course, there are a few rotten 
apples in every industrial barrel but 
they are usually known by name. 
Every list broker will almost auto- 
matically warn you against renting 
your list to Company “Y” in Chi- 
cago which was sued some years ago 
for copying names for which they 
had contracted on a one-time basis, 
or Company “Z” in New York which 
did the same thing. But once in 
every year or two a new individual 
comes up who says, “Why spend a 
quarter of a million dollars getting 
my own customers when for the 
nominal sum of $17 per thousand 
I can rent and copy the names of 
somebody else’s customers?” 
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HELP YOURSELF 


and your business 


with these 


aa a US 


Here is a variety of ABLE LABELS 
used by national organizations to 
Advertise, Identify, Deliver, Sell. 





send for free samples, prices 


x 1. ABLE-STIK PRESSURE SENSITIVE LABELS 

For product labeling and _ point-of-sale 
promotions. No gumming, moistening, or 
glue required. 


x 2. ADVERTISING AND BRAND LABELING 

Backs up national advertiser, establishes 
product integrity, makes effective promo- 
tions in myriad ways. 

A 3. ADDRESSING & MAILING LABELS 
Made-to-order or stock designs in various 
sizes, colors. In rolls (for typewriter 
addressing), cut single, or padded. 

a 4. PACKAGING AND INFORMATIVE LABELING 
For cans, bottles, boxes, and other pack- 
ages — for brand identification. Required 
by law for consumer products. 

A 5. WEAT SEAL LABELS AND TAPES 

For heat applied use on plastics, cello- 
phane, and hard-to-label surfaces. 

& 6. COLLECTION AND COURTESY LABELS 

Slow payers respond cheerfully to “able 
baby” appealers, while courtesy labels 
build good will. 


x 7. WRAPPERS, BANDS & PRESSURE-SENSITIVE TAPES 
Tie-ins on merchandise, special promotions 
— in strips or roll form. 

8. SPOT-CARBON LABELS 
For saving time in multiple addressing. 
No carbon sheets or stencils needed. 


x 9. FOIL EMBOSSED LABELS 
Luxury effects for advertising and 
packaging. 


a 10. HI-GLOSS KROMKOTE LABELS 
High gloss finishes that reflect quality 
at no penalty in cost. 


& Tl. SALES PROMOTION GIMMICK LABELS 
All types and shapes for special promo- 
tions and selling aids. 


& 12. THE ABLE-LABELER and other informative 
mailing 

Have us place your name on our mailing 

list for our information-packed house 

organ, news on labels, new ideas in 

merchandising. 


Fill in your personal name on the coupon, 
clip to your letterhead, and mail today. 


allen hollander, co., inc. 
Dept. AR, 385 GERARD AVE., N. Y. 51 


j Without cost or obligation, please j 
| mail samples of number circled: | 
1  -* £8 2 
7 8 9 10 W124 
| 
A | 
| 
| 


ttention of 


a 
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Exhibit A 

The author uses this letter to set up 
checks on his mailing list: 

We note your advertisement for 
forwarding mail at 25¢ per letter. 
We have occasion at various times 
to mail advertising literature to dif- 
ferent parts of the U.S., and we like 
to check the time of arrival of our 
circulars in the several states. We 
also exchange our lists of names 
with other companies and like to 
check when they use our names and 
what the time of arrival is of these 
letters. 

We are entering your name on our 
list reading exactly as follows: 

Abbeon C. Jones 
Box 39 
Garden Flower, Ky. 

We are enclosing our check for $2 
and eight self-addressed stamped 
envelopes. You may receive one or 
two a month; you may receive even 
more than this or you may not re- 
ceive a piece of literature for several 
months. In any case, when you do 
receive a piece of literature ad- 
dressed to you with the name ‘’Ab- 
beon C. Jones,”’ immediately mark on 
the envelope, wrapper or post card 
the date and time of receipt, sign 
your name and return same to us in 
one of our envelopes. 

When you are finished with the 
eight envelopes we have supplied 
you, just enclose a note that this is 
the last of the envelopes and we will 
probably send you an additional 
supply and our check. 

When returning this mail, return 
the complete piece of mail—not just 
the wrapper. We want everything 
inside the envelope. 


Well, the company that recently 
tried this with us (luckily they used 
only one small geographical seg- 
ment of our list) has such a well 
known name that we are most re- 
luctant to believe that the top man- 
agement knows that theft is being 
committed. We are sure that some 
over-zealous underling is respon- 
sible, and our lawyers are proceed- 
ing on that theory. 
>How did we catch them? 

We have our mailing list “gaffed.” 
In other words, there are, in our list, 
scattered geographically around the 
United States, a small number of 
shills who are not alive and who 
have never, to our knowledge, been 
alive. They are dummy names, all 
of whom bear the same first name 
and initial. For instance (this is not 
the code that we actually use but 
will suffice to show the method), 
there is a card in our files bearing 
the name Abbeon C. Jones, Box 39, 
Garden Flower, Ky. Another card in 
our files bears the name Abbeon C. 











SEND YOUR CATALOGS 
AND 1°' CLASS LETTER 


TOGETHER IN 


Wy 2 


77 Waly 


md us COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction ... not pasted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ...No obligation! 


WZ 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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IN A STEW? 


Don’t let dark. forebodings eat 
you up! Give Publishers your 
case binding and relax while 
our experts turn out fine edition | 
binding for you—textbooks, 
handbooks, directories, annual 


reports — 


Call ch 6-3415 


PUBLISHERS = snag INC. 


K 13, N.Y. 
148 LAFAYETTE SA YOR 
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AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 


equipment or supplies to or throwgh agencies 


AR is All Right... For You 








Smith, San Berdou, Cal., and so 
forth. 


>How do we procure these dum- 
mies? Well, there are a number of 
magazines such as the science and 
mechanics books, Writers Digest, etc., 
in which people advertise re-mailing 
services. When we are in need of 
a new stooge in a particular area, we 
pick an individual and send him a 
letter along the lines as shown in 
Exhibit “A.” This accomplishes two 
purposes. 

First, when we make our mass 
mailings from Jamaica, N. Y., we can 
then easily check on the time when 
our literature is hitting the different 
states. For instance, if we know that 
a mailing made on Monday hits St. 
Louis consistently on Thursday and 
Los Angeles on the following Mon- 
day, we may continue to mail the 
St. Louis area mail so as to be re- 
ceived toward the end of the week 
in that area, but will mail the Far 
West mail on, say, a Friday so as 
to arrive on a Tuesday, Wednesday 
or Thursday. It is usually impossible 
to pinpoint the exact date of receipt 
without going to a great deal more 
trouble than we are willing to do. 
However, we do have a mania for 
not letting our literature, particu- 
larly to business houses, get to them 
on a Monday, but do like to get the 
mail to these same people and busi- 
ness houses on Tuesday. You can 
see the reason for this by simply 
checking the quantity of mail that 
you yourself receive on a Monday 
and Tuesday respectively. 

The second thing achieved by this 
system of coded information is that 
when we rent a list to a company, 
we know when it was used the first 
time and then, if the list is used 
again without our being informed, 
it immediately shows up like the 
hand of a small boy who has been 
eating jam and, although his hands 
are now washed clean, the finger- 
prints upon the wall tell who “done” 
it. 
>What are we going to do about 
the culprit that we referred to above? 

Well, first we do not wish to ap- 
pear vindictive, but we just plain 
don’t believe that unscrupulous in- 
dividuals should be allowed to con- 
tinue on their devious ways, and we 
are definitely going to go after the 
scalp of the party concerned. 

Secondly, we will send a simple 
round-robin letter to the members 
of the National Council of Mailing 
List Brokers and will politely inform 
them of the facts of the case. This 
means that this party will not have 
access to the better lists available 
today for rent in this country. In 
other words, they will be left wither- 
ing on the mail order vine. 44 








Ever wish you could 
send a billboard 
through the mail? 


Think of the impact! Think of the readership! Think of the cost!!! 


But you can get the same impact ...the same readership...at a mere fraction 
of that cost if you use self-mailers. 


The self-mailer offers you the same power and punch as a billboard, with 


the added advantage of plenty of inside space for the necessary details 
and order blanks or reply cards. 


These same order blanks or reply cards, if they are separate inserts, can be 


tipped in and held secure at no extra cost by sealing the self-mailer the 
Seal-O-Matic way... automatically. 


So why pay to have your bright ideas hidden under an envelope — and 
pay for the envelope too — when you can intrigue more people into 
reading your message with a billboard approach 


For further information, and free book about Seal-O-Matic sealing, write today! 


on 


ee Vale 


aa fully automatic sealing machine 


SOA East Wesley Street, South Hackensack, New Jersey 
Exclusive users in the New York area: Automatic Sealing Service, 115 Christopher St., N.Y. 
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440 Advertising Managers 
requested further information 
about products or services men- 
tioned editorially in a _ recent 
issue of AR. 


AR GETS 


Avid Readership 
Avid Response 





MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “‘Let’s Have Better 
Mottoes” monthly mailings. Unusual— 
ef fective—economical—exclusive. Write 
for details on your business letterhead. 


FREDERICK E. GYMER 
2121 E. 9th St. Cleveland 15, Ohio 


Every Woman Loves 
our very chic monthly 
Deskcalendar with her name 
printed on the front, an 
engagement form inside, 
and your ad on the back. 


Ask for samples and prices. 


THE DESKFINDER CO. 
P. ©. BOX 337, COSTA MESA, CALIF. 
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NEW HOME OF 
U. S. E.’s LONG-ESTABLISHED RESEARCH LABORATORY, METUCHEN, N. J. 
COMPLETED JUNE, 1954 


Here whore the USE Guanantee 
: has ite note 


When, in 1921, U. S. E. established its own Research Laboratory, 
it inaugurated in the envelope industry a new era of scientific 
quality control which is the basis for the U. S. E. Guarantee. 
Now, in 1954, the Laboratory has a new home, complete in 
every detail. Precise specialized tests are conducted in rooms con- 
structed for the purpose, with temperature and humidity exactly 
controlled and recorded. Solvents and inks are stored in spark- 
proof safety rooms with blow-out windows. Experienced tech- 
nicians have improved instrumentation with which to continue 
their never-ending task —to make sure to make better every 


U. S. E. product. 
Leland these Doors 


. .. the word “finis” is never written. 
Here Research is a continuous living 
thing. Papers are tested and retested 
—for strength, opacity, moisture- 
regain, whiteness, permeability . . . 
Raw materials, inks, plasticisers — 
all are analyzed. Gum formulas are 
established and checked, envelope 
gums are manufactured to precise 
specifications . . . 

Because the U.S.E. Guarantee has 
its roots in quality that can be 
proved, it pays to specify U.S.E. 
Envelopes. 






















UNITED STATES Z 
ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 


E-6 
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New Booklet Tells How 
To Stimulate Collections 


Twenty-nine different and unusual 
ideas to stimulate collections are in- 
cluded in “How To Get Paid,” an il- 
lustrated eight-page booklet offered 
by A. August Tiger (New York). 

The first section of the book de- 
scribes the important of emotional 
impact when trying to help a debtor 
decide “who shall I pay first.” Typi- 
cal of the down-to-earth language 
used in this part of the booklet is the 
following: 

“Despite the old chestnut used in 
far too many collection letters, “You 
have undoubtedly overlooked this 
account,’ you know and the debtor 
knows that he hasn’t overlooked 
anything. The probability is very 
strong that he is just unable to pay 
at that particular time.” 


>The remainder of the booklet il- 
lustrates collection letter “stoppers” 
designed to help the debtor decide 
to pay “at that particular time.” 
These stoppers consist of plastic gad- 
gets like monkeys, boxing gloves, 
teeth, etc., which are attached to the 
collection letter with appropriate, 
amusing, non-offensive but effective 
copy. 

“How to Get Paid” is an integral 
part of the “Collection Stimulator 
Kit” recently placed on the market 
by A. August Tiger. The “Kit” con- 
tains more than 500 “stoppers” and 
sells for $12.75. The “stoppers” range 
in price from $1.40 to $6.13 per 100 
with quantity discounts available. 

Copies of “How to Get Paid” are 
available from the company. 


For your copy circle No. 512 on the 
Reader’s Service Card inside back cover. 


Friendship Letter Kit 
Offered by A. R. King 


A unique kit of materials for pro- 
ducing “friendship” letters is offered 
by A. Rowden King (East Orange, 
N. J.). The kit contains: 

e “Friend-Ship” letterheads, mon- 
arch size and non-commercial with 
envelopes to match. 

e File cards upon which to list each 
person whose friendship you wish to 
cultivate, with spaces for pertinent 
facts about him, his family, hobbies, 
sports, nickname, business position, 
addresses, birthday, etc. 

e A folder with suggested wordings 
for various occasions. 

A basic kit of 250 imprinted letter- 
heads, 250 envelopes, 200 file cards 
and the folder of suggested texts 
sells for $20. Additional details are 
available. 


For your copy circle No. 513 on the 
Reader’s Service Card inside back cover. 
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All white papers are not the same “color.” Charles V. Morris, one of 
AR’s most popular authors, analyzes the differences and explains the 
importance of selecting the right white paper for each printing job. 
He also tells how to build a file from which to select the right white. 


By Charles V. Morris 


Henry Lindenmeyr & Sons 
New York 


How white is white? 

White can be warm. White can be 
cold. 

White can be harsh. White can be 
comforting. 

White can be rich and dignified. 
White can be cheap. 

White can be masculine. White can 
be feminine. 

White can be strong. White can be 
weak. 

Paraphrasing an old song “white 
can be any old thing.” 

So ... it behooves you well Mr. 
Adman ... to know what’s white in 
white paper. 


> Just for the fun of it... make a 
swatch of all the typical offset papers 
available to you. See, no two—that’s 
right—no two grades are made in 
identical whiteness. 

Make a swatch of all the enamel 
book papers your printers use. See, 


the whites are visibly tinted with 
blue, with pink, with ivory (cream). 

Make a swatch of white cover 
papers; see the variations. 

Make a swatch of vellum papers; 
see the variations. 

Make a swatch of bristols; see the 
variations. 


> Eddie Allen, young production man 

at a medium-sized Madison Avenue 
establishment, missed his art di- 
rector’s cue when “pink-white, AXZ 
Vellum” was specified for a long run 
promotion piece being produced for 
one of the big cosmetics houses. 

Pink-white, blue-white, green- 
white; whites were all alike to Eddie. 
So, when he placed the order for 
the paper—almost a carload—the little 
word “pink” was omitted from the 
otherwise orderly list of specifica- 
tions. 

Now, pink-white is distinctly 
feminine. Finest wedding stationery 
favors pink-whiteness. So do many 
writing papers ladies love. Eddie’s 
art director traded-on these feminine 


preferences and the original dummies 
were developed on pink-white AXZ 
Vellum. Pink-whiteness of the paper 
was very much a part of the design. 

Pink-white AXZ Vellum was per- 
fect for the attractive announcement. 
Blue-white AXZ Vellum wasn’t. The 
delicate tones of the artist’s design 
were lost on the cold blue-whiteness 
of the paper that was delivered to 
the printer. 

Alas, poor Eddie. Everyone con- 
cerned made the best of the situation. 
. .. But no one was happy. Least of 
all Eddie who'd learned a bitter 
lesson. Eddie now tells this story to 
young production people to illustrate 
the importance of minutest details 
when writing specifications for sup- 
pliers—printers, engravers, typogra- 
phers and paper people. Today, years 
after Eddie’s tragic experience, he is 
acknowledged as one of the Madison 
Avenue’s most capable production 
men. Fellow pm’s say, “He’s a 
‘craftsman’.” 


>For years and years Strathmore 
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PAPER 


Chart A 


Book Papers—Pricing Group | 


Cream-White 

Manufacturer w Ww 

Preference Key Atl A 
6/54 ~ 


Book Papers—Pricing Group | 
Blue-White 
Manufacturer w CB 


A+1 
4/54 


Preference Key 


Paper Co. has been telling the trade 
“Paper Expresses.” How true! How 
true! Paper does express — white 
paper as well as colored paper. 
Strathmore has also been saying, 
“Paper Is Part of the Picture.” Color 
of paper, whiteness of paper, can 
definitely be considered an art ele- 
ment. Seasoned art directors know 
how to exploit both—distinctive colors 
and paper’s whiteness. 

There’s no doubt about it. Pro- 
duction desks are supposed to be 
“headquarters” for this kind of in- 
formation. So, it’s good business to 
catalog and sample white papers by 
tone. 

Some printers follow this proce- 
dure when riding effective herd over 
various kinds of white papers. They 
want to keep constantly posted on 
quality as well as “color” changes. 
You could follow the same procedure 
to your advantage. 


> You could start with a set of stand- 

ard samples—meaning, up-to-date 
qualities from manufacturers in 
whose grades you are interested. The 
day your new sampling system goes 
into effect, the samples become your 
standards for comparison with sam- 
ples that follow. 

If you group them according to 
“tones”—blue-white, cream-white, 
pink-white—identify your principal 
preference in each classification as 
A. Each of the other grades can be 
keyed A-1—A minus 1; A-2—A minus 
2, and so-on through all samples ac- 
cording to measured preference. 


When grade improvements are re- 
vealed, or for that matter when a 
new line is introduced, your key can 
become A-+1—A plus 1; A+2-A 
plus 2; A-+3, etc., with dates indicat- 
ing when changes were first noted. 

Then your record of whiteness is 
complete. Printers consider this con- 
trol method especially satisfactory. 
Often printers’ customers prefer 
whiteness that is different from the 
current standard of a certain brand. 
When the amount of paper required 
represents a manufacturing quantity, 
whiteness of the old standard can 
be provided. 
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> Tables described as used daily by 
Ernie Schmatolla, production chief at 
Publishers Printing company, New 
York, can be valuable. His charts 
read like those shown in Chart A. 

These symbols are typed on the 
face of file folders that contain actual 
samples of the grades for matching 
purposes. Initials identify the manu- 
facturers. 

Ernie’s information covering each 
of these grades distinguishes much 
more than “color” (whiteness). But 
for your purpose, control of whites 
and changes affecting them, is suffi- 
cient data. 


PIt’s safe to say 90% of the paper 
tonnage your printer processes is 
white. Seasoned printers, and stu- 
dents of paper like Ernie, select white 
paper best suited to specific jobs. 
More often than not, precise white 
is a weighty factor when selecting 
one paper from among a group of 
satisfactory brands. 

This same procedure and the same 
signal system can be followed in ef- 
fective sampling of cover papers, text 
papers, bristols, wedding vellum pa- 
pers, bond papers, coated book pa- 
pers, offset papers, opaque papers. 

This control system is simple but 
it can be effective for you when 
you're responsible for producing the 
best possible printing. True, your 
printer is your best ally when select- 
ing most suitable papers for jobs at 
hand. But because you must work 
with art director, artist, account ex- 
ecutive and, often, directly with 
clients, it’s to your advantage to know 
as much about paper as your printer 
friends do. 

So, start today. Ask your friends 
among the paper merchants in town 
to provide up-to-date sample sheets, 
not sample books. Study the samples. 
Select your preferences and grade 
the remainder of the samples within- 
pricing group. Then, as a final 
clincher, ask your suppliers to accept 
responsibility for keeping you posted 
with changes as they occur. 44 


Mead Adds Vellum 


To Moistrite Line 


A new vellum finish has been 
added to the Moistrite Offset paper 
line of Mead Corp. (Dayton, O.). 
Previously the stock had been avail- 
able only with a Regular finish. 

Moistrite Offset comes in white 
only, with six embossings. The versa- 
tility of the new Vellum Finish stock 
is illustrated in an attractive French- 
fold brochure just issued by Mead. 

The folder contains black and 
white, duotone and full-color illus- 
trations. All are reproduced with an 
unusual combination of brilliancy of 
colors with an over-all “softness” in 
general appearance. 


For your copy circle No. 514 on the 
Reader’s Service Card inside back cover. 


Clearcolor Stock Shown 


In Specimen Folder 


Advertisers Paper Corp. (New 
York) has issued a specimen folder 
showing its special Clearcolor stock. 
Designed for both offset and letter- 
press, Clearcolor is described as a 
three-in-one stock—cover, tag, vel- 
lum index bristol. 

Special advantages claimed for 
Clearcolor include lower cost and 
weight, more bulk and faster dry- 
ing. According to a comparison chart 
in the folder, to get comparable bulk 
requires a 72 lb. index, 100 lb. bris- 
tol or 125 lb. tag; nearest comparable 
weight is 58% lb. index, 80 lb. bristol 
or 100 lb. tag. 

Clearcolor comes in 2212x281— 
160M, grain long, packed 700 sheets 
per carton, and 2212x35—198M, grain 
short, packed 600 sheets per carton. 
Prices range from $37.75 per 100 lb. 
in 100 sheet quantities to $15.70 per 
100 in 36,000 lb. quantities. 

The stock is available in six hues 
—canary, green, ecru, blue, buff and 
white. Samples of each color are in- 
cluded in the specimen folder. 


For your copy circle No. 515 on the 
Reader’s Service Card inside back cover. 


Quality Stock Adds Note 


Of Luxury to Portfolio 


Designed to reflect the elegant 
feel of fashion for the fall season is 
an elaborate gold-covered sales port- 
folio being used by Vanette Hosiery 
Mills (Dallas) to introduce its new 
line. 

The 20-page, plastic-bound port- 
folio has a double cover of gold Cur- 
rency Cover. The theme design is 
reproduced in white by silk screen- 
ing, and the Vanette signature and 
color name are blind-embossed. Red, 
white and blue ribbons around the 





Prominent Users of Strathmore Letterhead Papers: No. 112 of a Series 


Colonel W. F. Rockwell, 

tireless chief executive of 

Rockwell Manufacturing Company, 
is responsible for this industrial 
combine that produces nearly 

half a billion dollars 

in yearly sales. 


Luxurious Portfolio . . This elaborate 
portfolio is being used by salesmen to in- 
troduce the fall line of Vanette Hosiery 
Mills. Its cover is of gold currency cover 
with white silk screening and blind em- 
bossing. Body stock is white cover weight 
Artemis. 


Rockwell MANUFACTURING COMPANY 


400 NORTH LEXINGTON AVENUE, PITISBUROM 6, Fa 


neck of a champagne bottle in the 
theme design serve as a tie-in with 
a stripe of similar colors knitted into 
the welt of every pair of Vanette 
hose. 


QUALITY 


keeps good com pany! 


Inside pages of the luxurious port- 
folio are printed on white cover 
weight Artemis stock. They are elab- 
orately swatched with hosiery, 
counter cards and reproductions of 
the advertising, displays and train- 
ing aids which all Vanette accounts 
receive. Several pages carry special 
hand-applied showcard color and 
glitter. 

The portfolio was designed for use 
by salesmen in presenting Vanette’s 
new fall line to accounts. It was also 
used as a mailing piece to large New 
York buying offices and to executives 
of a limited number of the larger 
stores in the U. S. 44 


The twenty independently operating divisions comprising the Rockwell 
Manufacturing Company, while diverse in their products, have one 
important common bond. This is a uniformly high production standard 
that makes quality a basic concept in every Rockwell enterprise. 
Through associated effort, each member firm derives valuable advan- 
tages from the experience, research, productive capacity and distribu- 
tion facilities of the entire group. This coordination provides for product 
improvement and better distribution...and for making Rockwell an 
increasingly important name in American industry. 


General Products Offers 
Modern ‘Family Album’ 


A direct descendant of the old 
family album is “Build A Book,” a 


This unique industrial organization lets a Strathmore Letterhead Paper 
carry the word of quality for each of its members. Every time a Rockwell 
executive signs his name to correspondence, he is sending handsome 
evidence of the reputation and the fine character of his company. 


new type of photograph album pro- 
duced by General Products (Chi- 
cago). The company is offering the 


Your firm’s letterhead should do as much. If you already use a 
Strathmore Letterhead Paper, you know the satisfaction which its ex- 
pressive quality brings. If not, let your supplier show you a selection 


album as a premium idea. 


The “Build A Book” is designed to 
accommodate a varied number of 
inserts by means of a bronze hinge 
and pin construction on the back of 
the book, which also allows every 
page, regardless of its position in the 
book, to open flat. Each insert has 
one or more raised washable frames 
with reinforced metal corners. The 
frames come in a variety of opening 
sizes to permit the use of different 
sizes of pictures. 


The cover is of leather with 24- 
karat gold tooling. “Build A Book” 
is priced at from $4 to $20 for the 
covers and $1 to $1.50 for the inserts. 
It may be ordered from the compa- 
ny’s central offices at 4234 N. Lincoln 
Ave., Chicago. 44 


of Strathmore papers ...choose one to put your firm in good company! 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


NEW STRATHMORE THIN PAPERS: Strathmore Parchment Onion Skin, Strathmore Bond Onion 
Skin, Strathmore Bond Air Mail, Strathmore Bond Transmaster. 


STRATHMORE 


MAKERS OF FINE PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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“What makes you believe a letter 
is important...even before you read it?” 


You open an envelope, glance at the letter and let it drop 
into the waste basket. Why? You open a second envelope, 
glance at the letter and lean back to read. Why? 


It couldn’t be the words as you did not have time to read 
them. The truth is, you got an impression . . . a favorable 
impression from the excellent design of the letterhead and 
the feel and appearance of the paper. 


Yes, fine rag paper does have a positive psychological effect. 
In your own life you have your baptismal record, diplomas 
from school, awards you have won, war bonds, the title to 
your home and so on. 


Today, when you handle a firm, crisp sheet of rag paper you 
unconsciously feel that this piece of paper is important too, 
and you stop and examine it. 


The next time you need letterheads, 
remember the impression value of good 
paper. Ask your printer for samples of 
fine rag paper by Neenah. 








To plan business stationery that will be 
PREFERRED, ask your printer for a free 
copy of the “Neenah Guide to Preferred 
Letterheads.” This exceptional book is based 
on a four-year survey by the Neenah Paper 
Company. 


. : > : 
we CALL 
a ———— 


NEENAH PAPER COMPANY, Neenah. Wisconsin 


60 ¢ ar * September 1954 









THE WOLF --- 
and RED WRITING HOOD 
(a fable for secretaries ) 


Highly Readable .. . Sales pitch for Red 
Writing Hood multiple carbons is un- 
folded in this highly readable booklet. 


Red Writing Hood Booklet 
ls Readable, Informative 


A clever combination of fascinat- 
ing reading and product information 
is offered in “Miss Miggins, The 
Wolf—and Red Writing Hood,” a 12- 
page booklet by Interchemical 
Corp.’s Ault & Wiborg Carbon & Rib- 
bon Division (Cincinnati). Subtitled 
“A Fable for Secretaries,” the book- 
let describes the Red Writing Hood 
method of handling multiple carbons. 


“Once upon a time,” begins the 
story, “there was a secretary named 
Miss Miggins.” And in typical fable 
form the reader is quickly led into 
Miss Miggins’ problem, which in- 
volves a boss who is “carbon-copy 
happy,” much to his secretary’s dis- 
tress. The wolf, of course, is the Red 
Writing Hood salesman, and he gives 
his sales pitch in highly readable 
form. 

The Red Writing Hood method in- 
volves a sheet of heavy red paper 
which folds over at the top. There 
are six little slots in the fold-over 
part, corresponding to slots in the 
carbon sheets. The carbons are 
“hooked” to the fold and held in 
place with a strip of plastic. Books 
can be made up with any number of 
carbons desired. In Miss Miggins’ 
case it was seven, and preserving 
the fable idea, after the demonstra- 
tion she compliments the wolf with 
“My! What a sales talk you have!” 
To which the wolf replies (as might 
be expected), “The better to help 
you, my dear!” 

Cartoon-type illustrations with red 
on black-and-white screen enliven 
the book and add to its high read- 
ability. Copies may be obtained from 
Interchemical Corp., Ault & Wiborg 
Carbon & Ribbon Division, 417 East 
7th St., Cincinnati 2. 44 





Booklet Shows Relation 


inting Papers ; a 
ee This basic idea should 
A case for close study of the rela- 


tionship between art techniques, the 4 estan be an important part 


papers artists use, printing papers ‘ ee 
and production processes is made Ae of your sales plans 
clear in the latest title in a series : 
of Print Shop Helps produced by 
Henry Lindenmeyr & Sons (New 
York). ' " Get full details from 

The 20-page booklet, “A Picture “til eS 
is More Than an Image,” spells out Ps 2 for September. It appears in 
in careful detail—with illustrations eo : ar i Lit re" oot ook 8 
of art techniques and simple tables ’ a - 4 had ah td 

: : : . . j » THE SATURDAY EVENING POST 

—the contributions made by all fac- ; “tap hihi 
m2 ae in the reproduction . Me eh em 
of artwork. oo 


Teel -y i -luil sla ee 
Particular stress is placed on the 


importance of “matching” the sur- 

face used by the artist with the 

printing paper for faithful repro- 

duction. This “teammates” theme 

runs throughout the book, which is 

printed and lithographed on six dif- : < 
exit ® rss Leae 

ferent kinds of paper surfaces—rough Te can wae proericats BUM improve 

antique, smooth antique, glossy pen TY “Keep 

coated, dull coated, plate and vellum. . 

The surface of each printing paper 

is compared with its opposite num- 

ber among drawing papers. 


R 
vs use © aw 


> Art techniques discussed include 
oil, tempera, water colors, pastel, 
pencil, pen and ink, drybrush, 
scratchboard, etching, wood engrav- 
ing and even photography. Each 
technique is related to reproduction 
by letterpress and offset. 


Typical of the helpful tips in the 
booklet: 


e Drawings and paintings are warm 
in nature. Consequently, most draw- 
ing papers and boards favor natural 
white or ivory. For most faithful 
reproduction of drawings and paint- 
ings warm-toned papers are recom- 


* . .* . wey at gt Goo 
mended. . go Tr conae 10 tet ad 0 voor Ale 
aaa ¥O° % eed 


e Etchings are produced from black- ee a person Peco carries thE creating Pap 
brown inks, so natural-tone papers us che white spor Kind Oe person ers Gaplain your & 
offer proper background. . 

e Wood engravings look their best 

on papers with tones as deep as India 

tint. Wood engravings are proved 

on smooth finish papers like Colo- 

phon. So, when reproducing wood 

engravings, smooth-finish Pastelle or 

Colophon are perfect backgrounds. 


e When reproducing pencil art and 
etchings, lithography on smooth 
paper is kindest to the artist’s work. 


The handy booklet is one of the a os s ate 30 nh prospest® . 
most comprehensive paper selection a aah Your Se emanent SN" pr 
tools yet developed. It should be a ™ —, ee oot 
“must” in the library of anyone who ei. pi J TS asser® Pay fee 
has occasion to reproduce artwork a - COLgE Pe ga sem 4 
with the desire to retain the artist’s ‘ eS s y | on str 
original quality, whether it be art tern % (poetry ns of Uter ater re aiding IM 
prints or direct mail pieces. comic of tHeT anc PAPERS? 


wT NG 
For your copy circle No. 516 on the 
Reader’s Service Card inside back cover. 


j wAMUALS 





. for more details circle 668, page 101 
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(Gibraltar 


First Award for Surface Design and Printing 
—Palmolive Display . 


by GIBRALTAR 
Copy panel by Kindred Mac Lean & Co., Inc. 


With the winning of these,two important awards in The 1954 

Fibre Box Competition, Gibraltar maintains its leadership 

in the corrugated display field. But sales not 

citations are the acid test of a display's 

effectiveness. Let us tell you how 

corrugated board, artistry and 

Gibraltar CTL tae LL 
CORRUGATED PAPER COMPANY, INC. of your product. 

DISPLAY DIVISION - 


GIBRALTAR CORRUGATED PAPER COMPANY, INC.—DISPLAY DIVISION, 3 ENTIN ROAD, DELAWANNA, N. J. 
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WINDOW & STORE 


Lever House 


a Manhattan display attraction 


Display-conscious Lever Bros. executives have found a new location for 
displays—the lobby of the ultra-modern Lever House in New York City. 


By P. K. Thomajan 


One of the outstanding silhouettes 
on the Manhattan skyline is that of 
Lever House, a shining mass of glass 
and stainless steel, towering 24 stories 
above Park Avenue. 

This six million dollar structure is 
featured as a symbol of Lever in all 
forms of advertising. It represents 
growth, stature, power and strength. 


Three of the spectacular holiday displays that have been set up 
in the lobby of Lever House were (left) 20 mannequins display- 
ing Easter fashions arranged beside flower-decked super market 


The entire street floor has been 
given over to a formal garden, patio 
and an enclosed lobby, a part of 
which consists of a club-like recep- 
tion area where one may wait at 
leisure while being announced. 


> At the time of the construction of 
the building, Raymond Loewy con- 
ceived of the idea of stationing in 
the spacious lobby three island dis- 


play units in which individual Lever 
products could be exhibited in a 
decorous manner. 

Exposure to the attractive units 
coupled with the sight of the vast 
unoccupied expanse of the lobby fac- 
ing Park Avenue, soon suggested to 
the display-conscious Lever execu- 
tives, that a priceless opportunity was 
being passed up in not capitalizing on 


baskets; (center) a Christmas carrousel decorated with Lever 
products, and this year’s Easter display, (right) a ferris wheel 
with child-size Easter bunnies riding on the seats. 
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DISPLAYS 


a potential show case of considerable 
impact. 

Soon, a display program was de- 
veloped with the basic idea of each 
month presenting to the public a dra- 
matic display featuring the entire 
family of Lever products and inti- 
mately identifying them with their 
parent company. Here was sa! °s pro- 
motion happily married to public 
relations—creating a colorful attrac- 
tion for visitors, being a credit to the 
community, giving the building a 
note of cordial welcome, and spread- 
ing the liking for a particular Lever 
product to the entire group. 


>A spectacular hit was the Christ- 
mas display of 1953. It consisted of a 
gaily decorated carrousel, 24’ in di- 
ameter, loaded with jolly figures and 
various Lever products. Flanking it 
were accessory figures that contrib- 
uted to the holiday scene. Christmas 
carols and songs gently permeated 
the atmosphere conferring a final 
touch of realism to the display. 
Easter shows are equally enchant- 
ing. Last Easter, there was featured 
a line-up of 20 smartly attired man- 
nequins standing beside double- 
decker supermarket baskets, each 
filled with Lever products. These 
mannequins presented a preview of 
Easter fashions, for each wore a cre- 





Bordens } 
Wilh / 
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Pixie Characters . . . Another hit Lever 
display was built around these pixie-like 
characters. Each figure wore a Lever box 
and performed typical household chores. 


ation made by one of America’s top 
designers. This idea made a brilliant 
blend of Park Avenue and Main 
Street. 

This year’s Easter display sur- 
passed everything in splendor. It 
featured elegantly-dressed bunnies 
riding a 12’ electrically operated 
Ferris wheel to the accompaniment 
of appropriate Easter melodies. The 
six child-size seats carried an Easter 
bunny the size of a six-year child. 
The Ferris wheel made the central 
attraction of a picturesque tableau 
with ten other bunnies seated on 
park benches or enjoying an Easter 


promenade. Another interesting 
character was a bunny organ grinder 
with a performing carrot instead of 
a monkey. Attractions such as these 
draw children and their parents from 
far places. Taxi drivers recommend 
these holiday displays to out-of- 
towners as one of the must-see 
sights. 


> Displays frequently tie in with cur- 
rent promotions, an instance of which 
was the Lucky Lever Sweepstakes. 
This dramatized a huge direct mail 
promotion in which thirty million 
letters were sent out to customers 
containing redeemable coupons 
along with a stub, that made one 
eligible for the $100,000 prize draw- 
ing. This display had a carnival char- 
acter, the focal phase of which was 
a wheel of fortune with a mannequin 
made up like Art Linkletter, Lever 
tv star, posed as a barker. Countless 
people, who saw this display, were 
induced to participate in the contest. 

Another hit attraction was the dis- 
play featuring the “Little Levers” 
consisting of miniature pixie-like 2’ 
figures. In a series of six panels, these 
figures performed typical household 
work with the help of simulated 
home appliances. Each of the figures 
was in a different position carrying 
out the theme of the individual dis- 


FALPACO QUALITY 


helps to assure 


MAXIMUM APPEAL! 


Falpaco Coated Blanks are specially coated for offset 
lithography. They are also specially coated for letter- 
press printing. Due to the special Falulah manufactur- 
ing process Falpaco Coated Blanks have less tendency 
to curl, shrink or stretch—as they are seasoned flat 
before shipping. They have that so desirable new, 
brighter blue-white and extra smooth surface. 


The Borden Company has found this attention-getting 
card, one of a series of eight, most effective for interior 
store displays. It was produced by Spurgeon Tucker, 
New York, in eight colors by offset lithography on 
Falpaco 5 ply coated one side, special coating for offset. 


Ask your paper merchant for samples and prices. 
Distributed by authorized paper merchants from 


coast to coast. 


FALU LAH PAPER COMPANY 


New York Office—500 Fifth Ave., N.Y. 36 Mills: Fitchburg, Mass. 
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play and each wore a box of a dif- 
ferent Lever product as a part of 
its costume. In addition, each of the 
“Little Levers” of which there were 
30, carried the color scheme of the 
package it was displaying. Among 
the Lever products presented were 
Breeze, Rinso, Silver Dust, Swan 
Soap, Lifebuoy Soap, Pepsodent and 
Chlorodent. 


> These displays are created by Tom 
Lee in collaboration with Edythe B. 
Belmont, packaging consultant for 
Lever Bros. They are planned six 
months in advance and are moved 
in and out with the precision of a 
circus making a one-day stand. 
Interest in this ultra-modern struc- 
ture has been so keen that several 
tours are arranged each day for vis- 
itors and, of course, the impressive 
starting point is the current lobby 
display—which performs the gesture 
of making a welcome introduction to 
the entire family of Lever products. 
The innovation represented by this 
Lever House lobby display program 
establishes a precedent for other 
corporations to follow, especially 
those that erect their own buildings 
and occupy them in their entirety. 
Also, these displays contain a sugges- 
tion for supermarkets (which cater 
85% to women)—in giving more 
thought to dramatizing merchandise 
and thereby making shopping more 
of a pleasurable adventure. 44 


Handbook of Window 
Display Published 


If you’re curious to know how to 
drape a mannequin or quickly letter 
a window poster, Nestor Castro’s new 
“Handbook of Window Display” 
gives explicit instructions, and in the 
bargain, presents a complete “course” 
in the fundamentals of window deco- 
ration. 

The new handbook covers these 
window design techniques: perspec- 
tive, practical exercises on perspec- 
tive rendering, lettering, figure 
drawing, pinning, display materials, 
principles of design and balance, 
modern store fronts, display render- 
ing, wire forms, papier mache and 
paper sculptures. 

Mr. Castro, well known as a de- 
signer and teacher of display tech- 
niques, gives a lucid and practical 
treatise on how to make the best use 
of window space, hints for develop- 
ing imaginative backgrounds, tips on 
lighting effects. The book is profusely 
illustrated with drawings, photo- 
graphs and diagrams. Floor plans for 
many effective window designs are 
shown. 

The book is well organized and 
well presented, and should be a valu- 
able reference book for anyone look- 





ing for help in developing window 
displays and decorations. Published 
by Architectural Book Publishing 
Co. Inc. (New York), the book’s list 
price is $8.50. 44 


New Transparent Adhesive 
Developed by Kleen-Stik 


A new transparent, self-sticking 


adhesive has been developed by 
Kleen-Stik Products Inc. (Chicago). 
Called Kleen-Stik “Face-Stik,” the 
new adhesive is being supplied to 
printers for use on face-to-the-glass 
advertising displays. 


Face-Stik can be applied to prac- 


tically any printed piece, converting 


“7 


HOLLYWOOD 


it into a permanent-type display for 
use inside store windows, doors, 
counters, glass partitions and similar 
point of purchase locations. The 
principal advantage of the new proc- 
ess, according to Kleen-Stik, is that 
the adhesive is applied over the en- 
tire front surface of the printed 
sheet. Besides providing a uniform 
appearance, this all-over coating 
holds the display firmly against the 
glass over the complete area. 
Application is by the same “peel- 
and-press” method used on regular 
Kleen-Stik materials. Samples and 
additional details are available. 


For your copy circle No. 517 on the 
Reader’s Service Card inside back cover. 


SUA aE 


Pe na 


“Know How” 


WILL GIVE 


Plus Power 
TO- YOUR 


RRL 
TA 


a ee on 
THIS FREE BOOK 


Te edil-ld Coa Meh ae S-Tliter desl lady) 
product selling ideas and will help 
you wrap up a successful advertising 
and merchandising campaign. 


ETB ot AERA SIN PAS Ve Sk te 


Hollywood’s quarter century 
“know how” in creating and 
making banners is available 
without obligation! 
Hollywood consultants 
will personally aid you, 
wherever you may be lo- 
cated, no matter how large 
or small your budget... 
from the creation of big 
selling ideas to the finished 
banners that will not only 
win retailer enthusiasm 
but will .do a constant 
selling job for your prod- 
uct...day in and day out 
... for a period of time 
beyond any other point- 
of-sale material! 

All this and economy, 
too, is yours when you 
call in Hollywood, the 
Nation’s Number 1 
Banner Resource, for 
that eye-catching 
“must” in dealer aid 
programs. 


eet P 
rs CCS of 
_— _ 


HOLLYWOOD 


Sole Makers of Famous 
Super-Durable 


GLEAM SATIN 


Advertising Banners 


TURAN (ds Soest 
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Talking Oil Can . One of the many 
uses that advertisers have devised for Car- 
ter G Galantin’s Sellavox is a ‘‘talking oil 
can.’ Here Robert A. Bacon, manager 
of Norman’s Standard Service (Chicago) 
shows a customer the tiny record player 
concealed in a Permalube oil can that de- 
livers a sales talk on the oil. 


Talking Display Device 
Described in Brochures 


Carter & Galantin’s (Chicago) 
miniature phonograph for “talking” 
displays is described and illustrated 
in a new brochure put out by the 
company. The 3%x5” unit plays a 
55-second record and is battery op- 
erated. Eight uses for the little rec- 
ord player—including a display unit, 
inside a product such as a freezer, 
tied-in with small merchandise and 


for demonstration units—are sug- 
gested in the brochure. 

Another Carter & Galantin folder 
describes four models of the record 
player device that are available—the 
original 34%2x5” unit, the Midget; the 
Super; the AC, and the Deluxe. The 
Super is slightly larger than the 
Midget and requires four flashlight 
batteries for operation. The AC is 
electrically powered, and the Deluxe 
turns the power on and off auto- 
matically. The folder also lists the 
prices, which range from $7.85 each 
in 5,000 lots for the Midget to $45 
each for 50 Deluxe Sellavox units. 


For your copy circle No. 518 on the 
Reader's Service Card inside back cover. 


Brochure Illustrates 
Wire Display Racks 


Wire display racks in a variety 
of sizes and shapes are described and 
illustrated in a folder put out by 
Perma Mfg. Co. (New York). Eight 
examples of different advertisers’ 
uses of the racks are shown. 

The racks shown include floor 
merchandisers, counter racks and 
racks used with cardboard display 
pieces, as used by such advertisers 
as Calvert, Cadie Chemical, Ply- 
wood Corp. and Tintex. The display 
racks can be custom made to suit 
almost any display purpose. 


For your copy circle No. 519 on the 
Reader’s Service Card inside back cover. 


Four Successful Displays 
Shown in Sweeney Folder 


The story behind four successful 
point of purchase displays is told in 
a clever folder, “4 Case Histories,” 
produced by Sweeney Lithograph 
Co. (Belleville, N. J.). The folder 
illustrates each of the displays and 
presents the story behind it in simu- 
lated newspaper clipping form. 

The displays discussed are: 


eA complete display package to 
promote Schenley’s holiday decanter. 


e@ A cooperative sales promotion dis- 
play which carried both Johnson & 
Johnson Band-Aic packages and 
copies of The Little Golden Book, 
“Nurse Nancy,” published by Simon 
& Schuster. The book contained six 
real Band-Aid plastic bandages. Ac- 
cording to the Sweeney folder, over 
750,000 copies of the 25¢ book were 
sold from the 20,000 displays ordered 
in the initial eight weeks of the pro- 
motion. 


eA colorful rayon pennant carry- 
ing a calendar giving dates of Yankee 
baseball telecasts, produced by 
Sweeney for Ballantine beer. 


e An unusual “guessing contest” 
display for U. S. Rubber Co.’s Keds. 


For your copy circle No. 520 on the 
Reader's Service Card inside back cover 


HANKSCRAFT 
DISPLAY MOTORS 


SELL MORE pa ex 


Estwing Manufacturing Company hit the 


nail on the head with this attention-getting 
sales-producing display! You'll find many 
other famous names in action with Hankscraft 
Display Motors — the low-cost troublefree 
motor that runs for months without 
attention — on a single flashlight battery. 


ait (ia: 


TP bib aat 
hv mcd 


FREE BOOK! 16 pages of detailed information and 
drawings on 11 basic Hankscraft models, special 
motor applications, and free engineering service 
that will help you plan the most effective 
animation for your display. 


THE HANKSCRAFT COMPANY, Dept. AR-9 
REEDSBURG, WISCONSIN 

Please send me FREE manual on Hankscraft Display Motors. 
Hand swings hammer; counter-weights adjusted 
to stop motion exactly at nail head. 


NAME 
Display for Estwing Mfg. Co., Rockford, Ill. 


COMPANY............. 


THE HANKSCRAFT COMPANY - REEDSBURG, WISCONSIN 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 6 hia tk oo, Se 
TORONTO (Ontario) © SAN FRANCISCO (Eriach Lee Company) 


STREET ADDRESS.......... 
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Supermarket Lantern . . . This new per- 
manent type display for supermarkets is 
quadruple-purpose — it serves as a light 
fixture, a section marker, broadcasts FM 
background music and has a holder for 
displays and advertising material. Called 
the ‘‘Storecaster’’, it’s being installed in 
supermarkets in eastern states. 


New Supermarket Display 
Provides Light and Music 


Something new in permanent type 
displays for supermarkets is a new 
“music-lantern” developed by Store- 
cast Corp. of America (New York). 
This new quadruple-purpose fixture 
serves as a lamp, an FM music trans- 
mitter, a section marker and as a 
holder for point of purchase adver- 
tising. 

Basically a lighting fixture, the 
“Storecaster” is a traditional post 
lantern that can be mounted on top 
of grocery shelves. The glass walls 
of the lantern can be used as a direc- 
tory of the merchandise on the 
shelves beneath or section numbers 
can be attached to the glass. In addi- 
tion to serving as a lighting fixture 
and section marker, the “Store- 
caster” is also a high fidelity musical 
instrument which transmits back- 
ground music for the store. 

Arms can be attached to the post 
lantern extending on either side of 
the shelves above the shopping 
aisles. From these arms the grocer 
can hang illustrations identifying the 
products on the shelves or display 
pieces and other types of advertising. 
Storecast also mentions the possibil- 
ity of advertisers tying in with the 
display and standing part of the cost 
of the fixture in order to use the 
“arms” for their advertising. 

Nineteen units of the “Storecast- 
ers” have been installed in super- 
markets and installations for 50 more 
have been scheduled, to go into 
Acme supermarkets in Philadelphia 
and New Jersey. 

The Storecast company has issued 
a booklet describing the new fixture. 


For your copy circle No. 521 on the 
Reader's Service Card inside back cover. 


AN 
iS THE 
THAT KINDLES 


OF | MEN 


THE IMAGINATION 


and quickens the desire for achievement 

of outstanding goals. Carefully nurtured and 
developed, an idea can become a powerful 
force for accomplishment. 


Nelson Associates, with its wealth of ability and 
experience in the shaping of ideas for the 

promotion of sales, is superbly equipped to bring 
new life into your sales activities. With complete 
facilities for both creation and production we are able 
to give the closest attention to all details. 


Let us prove it! 


Send for booklet, “WHAT MAKES US TICK?” 
® Member—Point-of-Purchase Advertising 


Institute, Inc. 


NELSON Associates 


3114 Grand River Ave. 


the Sucug is to 


MOTION DISPLAYS 


... and Hansen SYNCHRON Timing Motors 


are the choice of the industry for such 
varied jobs as operating clocks and turn- 
tables, turning pages of jumbo books, 
and similar operations requiring high 
power at slow speeds. They are 
sturdy, dependable, adaptable, and 
long-lived! 


SYWCRINOM” 


TIMING MOTORS 


operate displays smoothly, without 
vibration . . . pull up to 8 in. oz. at 
1 RPM... operate in any position 
+ + « are available with gear trains 
fo convert any speed. Hansen en- 
gineers will work with you to devel- 
op special applications for your re- 
quirements, present or contem- 
plated. Write for details. 


Inc. 


Detroit 8, Mich. 
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IMMEDIATE DELIVERY 


From Stock... 


Plexiglas 
@ .060 thru 3.000. 
@ Clear and Colors. 
@ Stock and Custom Cut Sizes. 


Vinylite 
@ .010 thru .125—Sizes 20 x 50— 
21 x 51 


@ Rigid and Flexible. 
@ Clear—Matte—Colors. 


Cellulose Acetate 
@ Clear—Matte—Colors. 
e a 20 x 50—25 x 40—40 x 
© And Sheets Cut to Any Size. 


PRICES THAT ARE RIGHT 
Telephone Dickens 2-2616 


TRANSILWRAP COMPANY 


2814 Fullerton Avenue 
Chicago 47, lll. 


1647-49 Henvis Street 
EASTERN DIVISION 5) e deiphia 48, Penn. 
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IDEA 


Unusual Deca Pole 
Displays Described 


Fifteen drawings illustrating a va- 
riety of point of purchase uses for 
Deca Poles are inserted in an un- 
usual folder issued by Chicago Card- 
board Co. (Chicago). The folder 
contains an inside fold which holds 
the 15 separate sheets, showing the 
uses of Deca Poles. 

Among the uses that are suggested 
for Deca Poles are: to hold display 
cards; support banners over counters; 
support a wall display; hold a dis- 
play above an arrangement of pack- 
ages and to hold a variety of counter 
displays. Deca Poles have a spring 
and rubber suction cap that fit 
against the ceiling and hold the pole 
upright. The poles are adjustable 
and can be extended to any height 
up to 914’. An instruction sheet ex- 
plaining how to install the poles, 
complete with diagrams, is included 
in the folder. 

The folder is an unusual size— 
about the same size as a pocketbook. 
Each of the 15 examples of ways to 
use Deca Poles is illustrated on a 
separate sheet of stationery-like pa- 
per, the sheets inserted in a pocket 
inside the folder. 


For your copy circle No. 522 on the 
Reader’s Service Card inside back cover. 


Multi-Use Molded Display 
Introduced by Seagram's 


An unusual new three-dimen- 
sional, multi-purpose display for 
Seagram’s V.O. Canadian whisky is 
being offered to package stores by 
Seagram Distillers Corp. (New 
York). The display combines card- 
board, vacuum-formed plastics and 
two wooden poles. 

The display consists of five 
shadowbox type units—four showing 
authentic miniatures of old cars, the 


ACTION TEL-A-STORY SOLUTION RESULT 








Collectors’ Items . . . This new display for 
Seagram’s V.O. features these cardboard 
frames, four plastic miniature models of 
old cars and a lithographed tray and bot- 
tle. The collectors’ item cars are a 1903 
Packard (top); a 1910 Cadillac limou- 
sine (center); 1914 Stutz ‘’Bearcat’’ 
(lower left), and a 1903 Model “A” 
Ford. The versatile display can be used in 
a variety of ways. 


fifth a molded Seagram V.O. bottle. 
The five shadowboxes can be ar- 
ranged in a variety of ways on the 
two wooden poles. For use with the 
framed boxes is a lithographed di- 
mensional tray holding a mock book, 
titled “Collector’s Items,” a V.O. 
bottle, ice holder and sham glasses. 

The display can be used as a 
window display or as an interior 
decoration. Designed and created by 
Einson-Freeman Co. (Long Island 
City, N. Y.)—except for the minia- 
ture car models—the display stands 
4’ high. The cardboard frames, in 
blue and gold, are 1012x9x2”. The 
supporting wooden poles are 4 
lengths of dowling. 44 


Display Case History 
Outlined in Brochure 


How a special, permanent-type 
merchandiser display was developed 


for a window shade and Venetian 
blind manufacturer is outlined in a 
folder put out by Display Sales (Cin- 
cinnati). The folder illustrates how 
a floor merchandiser was designed 
to show a complete line of Brene- 
man-Hartshorn window shades. 

The folder also shows the design 
department, silk screen facilities, 
production department and the pack- 
ing and shipping facilities of Dis- 
play Sales. 


For your copy circle No. 523 on the 
Reader's Service Card inside back cover. 


If Sergeant Joe Friday of Dragnet were Ad Manager of X, Inc., he would get all 
the facts about Tel-A-Story and find a “‘sales-effective” solution for his trade show 
exhibit in short order. The “stop ‘em, show ‘em, sell ‘em’ impact of the Tel-A-Story 
Automatic Ad Projector will blend into any 
display, sell any product. Full details of 
this “‘show-stopper” will be sent immedi- 


ately upon request. 
For all the facts, man, write Dept. AR 13. 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 


ONLY 
$149.50 
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By Edgar T. (Ted) Sisson 
Director 
NBC Film Division 


With the high quality syndicated 
film shows available today, it is now 
possible for a local advertiser to 
sponsor a tv show of network caliber 
and still keep within a limited budget. 
A local bank or furniture store is 
able to compete for audiences on the 
same program level with the big- 
gest national advertisers, presenting 
high-budgeted programs on films 
prepared in the world’s best produc- 
tion centers. 

These programs are offered to lo- 
cal sponsors at prices commensurate 
with the amount of return that a 
sponsor can expect from his area. In 
other words, the price is geared to 
the size of the market. In a small 
market an advertiser may be paying 
as little as $40 or $50 a week for a 
film series—a program which might 
have cost $25,000 per episode to pro- 
duce. By buying such a program he 
is identifying his garage or dairy or 
bank with high-grade showmanship. 
To a viewer in any one market, that 
show is as much his production as 
a network show is the production of 
its national sponsor. 


> Tv film programs offered for syn- 
dication are basically of two types: 
e Those produced exclusively for 
syndication. 


RADIO & TV PRODUCTION 


How to Put IV Films 
lo Work tor 


ocal Advertiser 


With syndicated film shows a local advertiser can 
sponsor a tv show of network caliber. . . and 
get added advertising value through promotion 


materials supplied by film producers. 


e Those which were formerly seen 
on a network and are later made 
available to local or regional spon- 
sors, usually under a new title. 

Either of these types provide na- 
tional advertising quality to the local 
advertiser. Like the national adver- 
tiser, the local sponsor should sup- 
plement the tv film program by 
making the best use of the adver- 
tising and promotion tools placed in 
his hands by the major film syndi- 
cators. Unfortunately, this is often 
overlooked. 

These tools, if used properly, can 
do much to build a local tv audience 
before the program goes on the air. 
These tools are also designed to be 
used throughout the run of the series 
and can help increase the audience, 
as well as keep the public aware of 
the products which are advertised on 
the program. 


> The two main areas to be consid- 
ered in this supplemental effort are 
audience promotion and product pro- 
motion. The first breaks down into 
publicity, advertising, on-the-air and 
general exploitation. The second is 
done by merchandising. 

The following is an examination of 
each of the four areas of audience 
promotion: 


1. Publicity ...To assure the best 
publicity for syndicated film pro- 
grams, large syndicators supply 


complete publicity kits to the sta- 
tion. As soon as a program is sold, 
these kits are sent out immediately. 
In the kit are production stories, fea- 
ture stories, a complete set of pub- 
licity still photographs, exploitation 
ideas and a one-page story-line for 
each episode of the series. (The press 
kit for Hopalong Cassidy for exam- 
ple, consists of 73 pages of carefully 
prepared news copy and 25 publicity 
still photos.) 

These stories are prepared by spe- 
cialized writers and are designed so 
that a publicity man at a station has 
only to retype each story, fill in the 
name of his station and the time and 
date of the show, and mail it to the 
local papers. This work actually can 
be done by a secretary. Clipping 
services used by the NBC Film Divi- 
sion offer ample evidence that these 
stories are widely used in the press. 

The best way to handle the press 
kits is to separate the stories, date 
each one according to when it will 
be used and then file everything in 
the “come-up” file. It is then just a 
matter of taking the story and photo 
out of the file each week and sending 
it to the papers. 

2. General Exploitation . .. This 
refers to those attention- getting 
ideas which are different from 
straight publicity . . . visual ideas 
which serve to create attention in 
themselves and subsequently gather 
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The Author... 


. Ted Sisson 


additional press mention and audi- 
ence for the program. 

“Badge 714” (originally titled 
“Dragnet” during its network run) 
can be used here as an example of 
how a program can be exploited. In- 
cluded in the press kit which is sent 
to each station carrying the show is 
a list of exploitation ideas. Some of 
the suggestions are: 

e The cooperation of an alert citi- 
zenry is an important aid in the ap- 
prehension of criminals. Arrange a 
contest where a picture of one of 
your staff, in disguise, is shown on 
tv. A prize is offered to the first per- 
son who spots him on the street. Peg 
this contest to “Badge 714.” 

e With the cooperation of your po- 
lice department or local crime pre- 
vention league, arrange a prominent 
window display of crime exhibits. A 
collection of weapons taken from 
criminals, plus other authentic police 
equipment, might be included in the 
display. If a department store coop- 
erates with you on this angle, a dis- 
play of books on crime could be used 
in the layout. There would be a card 
plugging “Badge 714.” 

e Arrange for the Chief of Police to 
present your station manager with a 
commendation in “appreciation of 








a 
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the carrying of a program which so 
effectively points out that crime does 
not pay,” and which offers “such a 
realistic picture of the problems and 
situations which confront members 
of the police department every day.” 
Many more exploitation sugges- 
tions are included in this kit. In ad- 
dition to the ideas which are pegged 
to the entire “Badge 714” film series, 
there are several sections of the press 
kit which offer ideas on particular 
shows. For instance, the traditional 
Christmas show is called, “Rifle for 
Christmas.” It tells the story of a boy 
who found a rifle in a closet in his 
home which the parents intended to 
give him for Christmas. He sneaked 
it out of the house and accidentally 
killed his best friend. Stations are 
advised to tie in with their local 
safety council in presenting the 
forceful theme of this episode. 


> The “Victory at Sea” press kit has 
13 pages devoted to exploitation on 
the local level. It suggests ways to 
tie in with the Regular Navy, the 
Navy Reserve, and the Navy League. 
It also offers ideas which can be done 
without the assistance of any naval 
organization. For instance, a group 
of glossy prints can be secured from 
the publicity department of the NBC 
Film Division. It is suggested that 
these photos can be used for: 
e Store window displays, with pro- 
gram and station credits (especially 
in bookstore windows, with displays 
of books dealing with the Navy) in 
conjunction with holidays (i. e. Navy 
Day). 
e Display on library bulletin boards. 
e Display on veteran organizations’ 
bulletin boards. 
e Display on school bulletin boards. 
e Planting with newspapers, house 
organs, club papers, etc. 
e Spotting on tv shows, perhaps with 
a Navy veteran who participated in 
the action shown providing a run- 
ning commentary. 

There are many other ideas offered 


open the door 
to 
TV 


see — hear 
tuner 
Sanctum 


now showing on TV's 


PARAGON PLAYHOUSE 





under the headings: Historic Naval 
Items, Navy Men Photo Display, 
Model Ship Displays, Navy Wave 
Publicity, Oldest Navy Veteran, 
Items for Newspaper Columnists, 
Letters to Veteran Organizations, 
Navy Heroes on Shows, Disc Jockey 
Cooperation, Music Store Coopera- 
tion and many more. 

Doing a good exploitation job 
requires more work than straight 
publicity, but is well worth the effort. 
A tv program, and therefore the 
commercial messages it carries, can 
be helped immensely by a smart 
promotion manager who sees that 
the program is highlighted in a 
variety of places. In many cases the 
tv stations are glad to add extra 
exploitation effort. 


3. On-The-Air Promotion . . . This 
is geared to the number of spot an- 
nouncements which a station man- 
ager gives to a sponsor. Spot an- 
nouncements are included in the 
promotion kit which is sent to the 
station when the show is purchased. 
The only thing that need be done 
here is to have the announcement 
retyped—adding the time and day of 
broadcast and station call letters— 
and then give it to the announcer. 
Slides and visual material are also 
prepared by the syndicator for a 
station’s use. 


4. Advertising . . . In the promotion 
kit there are ad mats of various 
sizes prepared for the station. Use of 
these mats saves a great deal of 
money for the station as all of the 
artwork and preparation of the mat 


Merchandising Aids . . . NBC prepares 
this array of merchandising aids for use 
by local sponsors of network filmed tv 
shows. The materials include: (left) die 
cut hang tags to be worn by salesmen, 
etc.; (center) bottle toppers, (top right) 


shelf strips and (bottom right) unusual 


shelf hangers to attract attention in 
stores. 
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. . Dramatic window posters with designs that can be closely associated 


with the show are another merchandising aid offered local sponsors. 


itself is done by the syndicator. Here 
again, the only thing that need be 
done by the advertising or promotion 
department of the station is the ad- 
dition of the station call letters and 
time of the show. Often ads are 
bought cooperatively by station and 
advertiser. 

>The other important facet of the 
campaign which a station or sponsor 
should use along with syndicated tv 
film programs is product promotion. 
This comes under the heading of 
merchandising. 

Merchandising serves two func- 
tions: promotion for the show and 
promotion for the product. When 
merchandising materials are placed 
in prominent places they serve to 
announce to the passerby that a par- 
ticular program is on the air and that 
it is sponsored by the company men- 
tioned on the display pieces. In this 
sense, merchandising comes under 
the head of audience promotion, a 
device to increase the number of 
viewers for a program. 

After a person has seen a show 
and its commercials, merchandising 
aids serve to remind him both of 
the program and the product adver- 
tised. It may awaken in him the 
memory that, at the time of the pro- 
gram, he was interested in the prod- 
uct advertised and had intended to 
purchase it when the time was 
convenient. In this instance, mer- 
chandising is a sales aid. It is an 
additional tool placed in the hands 
of the advertiser to help him build 
audience and sales by further iden- 
tifying the program with the product. 
> But can a sponsor in a local mar- 
ket conduct such an operation on a 
comprehensive scale? Can an adver- 
tiser with a limited amount of money 


buy all the materials, the artwork 
that is necessary to have an effective 
merchandising program? Can he 
afford to buy the talent required for 
the preparation of attention-getting 
mailing pieces and storewide promo- 
tion ideas? For today’s sponsor, the 
answer can be an unqualified yes. 

With programs purchased from top 
syndicators, all the work is done for 
the sponsor. Mass production of mer- 
chandising aids makes it possible to 
sell them to the local sponsor at low 
cost, and the items available cover 
a wide range of uses. In this way 
the local advertiser has at his dis- 
posal merchandising material of a 
quality used by national advertisers, 
where, if done at a local level, the 
cost would be prohibitive. 


>Here are some of the items avail- 
able on a typical tv film show and 
the ways that they can be used: 
e Window Posters and Streamers... 
Just about every type of sponsor can 
use these pieces. Besides using them 
in windows, counters and display 
cases, these items can be tied-in with 
actual product displays and used as 
overhead pieces. An appliance dealer 
can attach a streamer across the 
front of his most popular item, and 
posters can be effective on the sides 
of panel trucks. A wholesaler can 
reach a large audience if he can 
put up posters in his retail outlets. 

Merchants can tie-in the material 
with a program special or even use 
it to build a product or program 
contest. Since many stores have glass 
counter coverings where the cus- 
tomer receives his change, a streamer 
can be noticeable if slipped beneath 
this glass. 

If the client is a single retail out- | 
let, he should display streamers and 








PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2 FRISKET 


Given up on prepared frisket. products? 
Here’s one that really 

works! New E-Z Frisket is 

made with a rubber base 

adhesive that adheres to 
photographs or drawings 

and comes off clean. Use 

it on retouched areas 

without worry — leave it 

on. for long periods with- 

out injuring your copy. it 

comes to you ready for 
use—the adhesive is al- 

ready on the back. Only 

genuine €E-Z Frisket has 

the rubber base adhesive 
especially formulated for 
retouching. Still skeptical? 

— write for free sample. 

No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 
a. 2S Ser eS 


Stn 1430 1a elt 
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If YOU Are in any 
of these fields... 


Paper Signs and Identification 

Printing and Binding Materials 

Premiums, Prizes, Audio and Visual Aids 
and Specialties Direct Advertising 

Shows and Exhibits Art and Photography 

Typography and Layout Photoengraving and 

Labeling and Packaging Platemaking 

Radio and TV Production Window and Store Displays 


Your advertising belongs in 
Advertising 
Requirements 


ada AU ae Ad 
TO QUALITY 


See 
Ee 


Our studios produce spots that 

=» SELL! Our fresh clever approaches 

“T~ hold radio audiences. We make 

quality recordings . . . at amazingly 

low prices. Send us details today for 
a free estimate! 


Advertising 


AGENCY, INC. 
COLUMBIA, MISSOURI 
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Exploitation 


posters in his place of business so 
that every customer knows he spon- 
sors a tv program and at what time. 
On the other hand, if he is a whole- 
saler he must see to it that his prod- 
uct is in sight of potential buyers 
and that his merchandising material 
calls attention to his display. 

e Bumper Signs .. . Any client who 
uses trucks or cars in his business 
can take advantage of this item. 
They are most effective when at- 
tached to rear bumpers. Car dealers 
get good results when they attach 
bumper signs (on both bumpers) to 
stationary cars in display windows. 
Bumper signs can also be used on 
vehicles to call attention to indoor 
displays. 

e Hang Tags . . . Salesmen, stock 
boys, delivery men and just about 
everyone connected with a client’s 
product who meets the buying pub- 
lic, can wear these tags. They arouse 
curiosity and many times provoke a 
verbal explanation of the show and 
product from the wearer. These tags 
can also be draped around various 
products in displays. 





Spot Announcement .. . NBC also pro- 
vides slides and other visual material for 
on-the-air promotions. 
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McCreery’s store window demonstrates effective exploitation of the 
title of the show it sponsors, ‘’Victory at Sea,’’ using NBC’s suggestions. 


e Stickers . . . Sponsors can reach 
the housewives by pasting a sticker 
on their sales slips or the actual 
packages. Display cases, cash reg- 
isters, windows and doors are also 
good locations for stickers. 

© Bottle-Toppers ... A few of these 
eye-catchers, placed on beverage 
bottles either on shelves or in dis- 
plays, will be sufficient to get at- 
tention. 


>A local purchaser of a syndicated 
film program can often give added 
impact to his series by using the 
merchandising materials offered him. 
He is sponsoring a show that has 
had a top network rating or he is 
offering the exclusive run in his 
area of a show that has been pro- 
duced up to the standards of net- 
work programming. He has a fine 
opportunity to identify his salesroom 
or product with first-class show- 
manship. 


The merchandising materials are 
offered to an advertiser on a strict 
cost basis, enabling him to purchase 
a comprehensive group of materials 
with eye-catching design for a small 
amount of money. The items offered 
by the major syndicators are on a 
par with those used by national 
advertisers. 


These are some of the ways by 
which a sponsor can make his tv 
program provide better results than 
the program of a competing sponsor. 
It is hardly necessary to say, how- 
ever, that an advertiser must have 
a quality program or all of the pro- 
motion possible cannot give him the 
results he is seeking. If he has such 
a program, the extra effort in the 
area of audience promotion and mer- 







chandising will pay off with larger 
audiences and correspondingly 
bigger sales. 44 


TV Production Basics 
Outlined in New Book 


“Beginning Television Production” 
by Melvin R. White can be counted 
as a valuable addition to the list of 
books on television. Designed to pre- 
sent a basic introduction to the tech- 
niques of producing a tv show, the 
book is an excellent text for begin- 
ners in the field and for laymen with 
only a “viewing” knowledge. 

The author, who is supervisor of 
Walt Whitman Hall and George 
Gershwin Hall at Brooklyn College, 
has had direct experience in tv pro- 
duction while an assistant to the di- 
rector of a network drama show. 

The book covers everything from 
a detailed description of studio 
equipment, with photographs and 
diagrams, to listing a vocabulary of 
the industry. Problems such as how 
to light certain sets, costuming, 
make-up of a variety of types, props 
and direction are also described in 
detail. 


Besides giving a complete outline 
of what goes into producing a tv 
show, the book makes suggestions on 
how to overcome specific problems 
which might arise. Good illustrations 
aid the author’s descriptions and ex- 
planations, and bibliographies at the 
end of each chapter provide sources 
for further studies. 


Published by Burgess Publishing 
Co. (Minneapolis), the book retails 
for $2.50. 44 


Develop Glare-Softening 
Spray for Shiny Objects 


A new spray that softens glare and 
harsh highlights has been developed 
by Crescent Portrait & Frame Co. 
(Cleveland), to help commercial 
photographers and tv cameramen get 
better pictures of shiny objects. 
Called Crescent Matton Print Solu- 
tion, the product is packaged in 
handy-to-use aerosol containers. 


The new coating material was for- 
mulated from the same acrylic mate- 
rial used to manufacture many plas- 
tics. It was originally designed to 
give glossy photo prints a matte fin- 
ish to eliminate glaring highlights. 
It is equally effective, however, 
Crescent reports, as a coating for 
shiny surfaces such as cellophane 
bags, chrome furniture, glass pic- 
ture frames, jewelry, etc., making 
them easier to photograph. 

The spray is available in 12-oz. 
containers that retail for about $2.25. 

44 





Getting good pictures 
requires plenty of 
supervision... 
regardless of the 


photographer's talents. 


Interior 
Plant 
Photography 


by Robert N. Scott 


You’ve seen hundreds of them— 
booklets, annual reports, advertise- 
ments that were beautifully designed, 
had sparkling copy, were perfectly 
produced. But something was miss- 
ing . . . consistently good photo- 
graphic reproduction. Some of the 
photos were good, some bad; some 
dark, some light; some dramatic, 
others drab. Worst of all, many of 
the halftones looked faked because 
of excessive retouching. 

Why is retouching ever necessary? 

There are two basic reasons: 
1. The photography was poor and 
retouching was needed to bring out 
essential details and contrast of tones. 
2. The pictures are good, taken by 
a good photographer, but obvious 
things are wrong because they were 
not properly directed. 

Assuming that retouching is neces- 
sary, it is best to hire an experienced 
retoucher who has had experience 
with industry. A man who is good 
enough to use a light hand and yet 
bring out all tones and detail for 
quality reproduction. Poor retouch- 
ing of an otherwise good photo by a 
retouch-happy artist can spoil a pic- 
ture that was properly directed. But 
that’s another story. 


e Art Director 
Carter Advertising Agency @ 


Kansas City 


The purpose of this article is to 
help you direct interior plant pho- 
tography so that your retouching can 
be kept at a minimum. 


> Selecting the Photographer .. . If 
you want good photographs, you 
must hire a good photographer. You 
must select a photographer who has 
had experience in shooting industrial 
subjects. You can tell something 
about his ability by looking at 
samples of his work. Note especially 
the lighting. Ask him about the type 
of lighting he uses. If he is a good 
photographer, these questions will 
bring out the type of equipment he 
has and you'll get a fair idea of his 
temperament. 

A man can be the best photog- 
rapher in the country, but if he won’t 
accept direction, or at least give and 
take good naturedly, you’re wasting 
your time and his. After all, you will 
spend a good many hours and days 
working with him on the assignment; 
he must understand that final au- 
thority and responsibility rest with 
you. If the pictures don’t please the 
client, you’re the one who probably 


will be blamed. 


> Costs ... This is vital: Be sure that 


ART & PHOTOGRAPHY 


the photographer gives you a firm 
quotation on cost per picture or cost 
per assignment. Then watch out for 
these pitfalls: 
1. Have it in writing (particularly 
if this is the first big assignment you 
have given him). 
2. Be sure that he understands that 
the following mistakes are on his 
back and retakes must be made by 
him without charge. 
e Pictures that are fogged. 
e Where the lighting was either poor 
or insufficient. 
e If he has taken pictures on his own 
(against your judgment) that fail to 
show the particular operation or sub- 
ject matter desired. 
e Final prints made on the wrong 
paper or prints that are wavy or 
faulty in any respect. 
3. Insist that he make prints of the 
first pictures taken to show the client 
before proceeding with the rest of 
the assignment. 
4. Be sure that he knows whether 
you want low or high key photos 
and that he also knows by what 
process you intend to reproduce them 
and what size screen will be used. 
On the other hand, assure him that 
if he takes a good picture with the 
composition that you had suggested 
and that you later don’t like, the fault 
lies with you and he can charge you 
for the re-take. This is all the more 
reason for you to be careful in the 
selection and placement of models 
and in the choice of camera position 
and camera angle. 


> Once the cost factor has been taken 
care of, you’re about ready to start 
shooting. But, before cameras and 
lights are taken onto location, go over 
the list of plant photos that are to be 
taken with the plant manager and 
make sure that they are listed by 
order of departments and floors. Plan 
an orderly movement through the 
plant so that you won’t find yourself 
shooting on the top floor for one 
picture and then moving your gear 
to the basement for the next one. 
After you have worked out an or- 
derly progression, make a flow chart 
map similar to the one illustrated 
(Illustration on Page 74). 

Check this map with the plant 
manager. Then you are ready to 
begin a dry run without cameras. 
Have the photographer, the advertis- 
ing manager and the plant manager 
go with you. 


>The Dry Run... The dry run is 
a vital preface to actual shooting; 
don’t skip it! As you progress through 
the plant, following your flow chart, 
you have a wonderful opportunity 
to talk with the plant manager about 
the most important parts of the ma- 
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advertising 
essentials 
show 


november 15, 16, 17, 1954 
hotel biltmore 
new york city 


the newest in 


Displays - Graphic Arts 
Packaging - Visual Aids - Signs 
Photography - Premiums 

Films - Art - Paper and 

Allied Products and Services 


OVER 9,700 ATTENDED LAST SHOW! 
write on business letterhead for 
guest tickets or exhibitors 
information 


advertising trades institute, inc. 
THOMAS B. NOBLE, chairman 


270 park avenue, new york 17 
murray hill 8-0091 


next SALES AIDS SHOW also at 
hotel biltmore, may 23, 24, 25, 1955 


. for more details circle 631, page 101 
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If you are 
interested in 
making your 
space ads and 
direct mail more 
effective .... 


If you want to 
get more sales 
push behind your 
program.... 


If you want to 
stretch that 
budget far as 
possible .... 


This Kit will show 
how you can 
design a powerful 
promotion plan 
very simply, 

at the same time 
cutting costs and 
eliminating many 
production 
headaches... . 


NOW is the time 
to get this FREE, 
helpful Idea Kit 
of actual job 
samples 

for your files! 


Please rush my FREE copy 


Company 
Address_ 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 


. for more details circle 646, page 101 
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Illustration 1 


. . . TO prepare for photographing plant operations, the author suggests 


that an orderly progression be mapped out and a flow chart, similar to this, be drawn. 


chinery, how the machinery operates, 
operations that need to be empha- 
sized. Now you discuss possible cam- 
era angles with the photographer. 
You get his ideas on lighting, com- 
position. This dry run helps your 
photographer establish his working 
area. It helps him determine which 
camera and lenses to use. Many re- 
takes can be prevented by carefully 
noting each shot as you progress 
through the plant. If your depart- 
ments are lettered alphabetically on 
the flow chart you can number your 
shots in sequence, making notes 
about each shot below the chart. 

For example, let’s say you are 
shooting a large bake oven. The plant 
manager tells you that a certain door 
should be open on the illustration. 
You note this, and thus save yourself 
a re-take that would have been on 
your back (Illustration 2). 

Another important factor during 
the dry run is to make notes on what 
policing or cleaning should be done 
in each department. Turn this final 
list over to the advertising manager 
with the request that this policing 
be completed by the time you are 
ready to start shooting. It’s also wise 
to suggest that employes be wearing 


neat apparel. While laboring men 
should not appear as clean as office 
workers, they should be clean- 
shaven with grease-free faces. 


> Shooting . . . Check your photog- 
rapher the day before shooting to 
make sure he’s set. Then, set a defi- 
nite time for getting to the plant. 
Even though your costs may have 
been figured on a_ price-per-shot 
basis, time is still money. For your 
art direction time and the cost in 
holding up plant production can 
mount up. Work at least two or three 
pictures ahead of the photographer. 
While he is busy setting up the 
camera, looking for electrical outlets 
and setting up lights, you can arrange 
for the next shot by selecting models 
among the employes and checking 
the policing of the area for the next 
shot. By the way, never touch the 
photographer’s cameras—most pho- 
tographers prefer to handle their own 
equipment. 


>How to Select Models . . . Your 
models will probably be company 
employes. Each model who appears 
must sign a model release. Your pho- 
tographer can furnish you with 
standard forms, if you don’t already 
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Ilustration 2 . . . Prior to actual shooting, take a ‘’dry run’’ through the plant. At this 
time, the author says, take notes to aid your photographer's plans. 





UP EASY! Just peel off protective end strips 
and press! No glue, no tape, no mess! 


UP ANYWHERE! On doors, windows, walls. 
Outsiders look in; insiders look out! 


UP TO STAY! Brilliant color printing on 
tough Kodapak Sheet. Instant visibility. 
Maximum readership. 


Window signs featured: 
courtesy of GOODSTIX 


Wonderful window signs 


... They go up easily—stay put to be seen! 


Why did the manufacturer of these signs select Kodapak Sheet? For 
the very same reasons other manufacturers choose Kodapak Sheet! 


KODAPAK SHEET is tough, durable, and clear as crystal. Your fingers 
and your eyes tell you that! 


KODAPAK SHEET is uniform in appearance, properties, gauge. 
KODAPAK SHEET comes to you free from waves and ripples, bubbles 
and surface defects—minimizes waste, cuts manufacturing costs. 

Does this streamer give you IDEAS? 
Does it suggest ways to use signs? Does it indicate other ways to 
use Kodapak Sheet—in advertising, promotion, merchandising? 
For further information and names of firms handling Kodapak 
Sheet or specializing in its use, consult our representative or write: 
Cellulose Products Div., Eastman Kodak Company, Rochester 4, N. Y. 


Better with Kodapak Sheet 


Kodapok"™’ is a trade-mark 


Sales offices: New York, Chicago, Atlanta. Sales representatives: Cleveland, Philadelphia, 
Providence. Distributors: San Francisco, Los Angeles, Portland, Seattle (Wilson & Geo. Meyer & 
Co.); Toronto, Montreal (Paper Sales, Ltd.). 
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NOW! Color tapes on 
which you can draw, 
letter, etc., with... 
ink, water color, pencil 


Hthb-Ahl 


Y", ¥,", 1”. ?. 3°. wl 180 FEET 


Ideal for: en 


CHARTS @ MAPS 
GRAPHS 

OVERLAYS 

BORDERS 

PACKAGE DESIGN 
DISPLAYS 
PRESENTATIONS 
WHITE-OUTS 
FRISKETING, etc. 
WRITE FOR FREE SAMPLES 


weal. [Herbert 


ART MATERIALS 
10-65 Jackson Ave., L.I.C. 1, N.Y. 


RAvenswood 9-7306 


A 
L) 
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X15395 . . . one of thousands of the pictures we 
fer at $15, with $5 off if you use our credit line 


‘em! 
Lure ‘em! 
with stock pictures from... 


UNDERWOOD & UNDERWOOD 


$19 E. 44, New York 17 « 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 


NEW SUBJECTS... EVERY MONTH 


BRANCHES 
ATLANTA LOS ANGELES 
Boulevard at North Ave 1627 S. Broadway 
Vernon 1124 Richmond 7-0234 
BOSTON MINNEAPOLIS 
244 Washington Street 122 South Sixth St. 
Capitol 7-3634 Main 2331 
CINCINNATI PITTSBURGH 
12 East 9th Street 713 Penn Avenue 
Garfield 1234 Court 1-6489 
DALLAS ST. Louis 
2704 Cedar Springs 1006 Olive Street 
Lakeside 2725 Garfield 0932 
SAN FRANCISCO 
181 Second Street 
Yukon 6-4224 
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2241 Book Building 
Woodward 1-0746 
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have them. According to law you 
must remunerate the model for his 
services—often one dollar is a satis- 
factory amount. 

The importance of getting model 
releases? It’s vital. An example of 
how important it is, is this incident 
that happened to us. We had used a 
skilled laborer as a model, operating 
a jig borer. Two weeks after the 
photo was released for publication, 
the client called to tell us that this 
man was put on the job as a union 
“plant” to stir up trouble among their 
employes (who had their own 
union). He was fired. The client 
feared that he might be the type to 
cause trouble in regard to his photo 
being used. Did we have a release? 
Fortunately, yes. But, what if we 
hadn’t and the book had already been 
produced? 

Other factors in choosing models 
are important, too. If the plant in- 
stallations are to appear large, it is 
best to select short men as models. 
Often this becomes a good excuse for 
rejecting an undesirable model with- 
out offending him. 

A common fault of non-profes- 
sional models is to look into the 
camera as the shutter is snapped. 
It’s very human but it can spoil an 
otherwise good picture. Simply tell 
your models that you want them to 
be intent on what they are doing and 
to please not look at the camera. 
They usually cooperate. 


> More tips ... When taking an over- 

all department shot, be sure that the 
department head is in an advan- 
tageous spot. Often the plant manager 
may ask for a re-take if your man 
appears as just another employe. 

When shooting a business office, 
arrange to have employes not all 
doing the same thing, such as using 
an adding machine. Vary their duties, 
positions at desks—with some leaning 
in, some sitting back in their chairs, 
etc. 

You may run into problems of 
finding models with good appearance 
in any particular shot of a depart- 
ment. You must use a great amount 
of tact in handling these situations. 
Most people have good photogenic 
points. If a woman has particularly 
ugly features, she may have pretty 
hair. Place her in the composition 
so that only her hair shows. 

Have the advertising manager sug- 
gest the placement of each man when 
shooting an executive group, such 
as a board of directors. Then, write 
these names on a slip of paper, place 
the slips at each chair and call them 
in to take their designated places. 
They are busy men and appreciate 
the speed and tact involved in this 
method. 


> Looking For The Obvious ... Much 


costly retouching ean be avoided by 
checking the folléwing list and al- 
ways working with a»shop foreman 
where problems of his department 
are concerned. 

[_] Have all wastebaskets removed 
from office shots. 

[_] Disconnect all clocks so that cords 
do not have to be retouched out. 

[_] Remove all coat racks and um- 
brella stands. 

[| Take stickers and pin-up photos 
and calendars off walls and ma- 
chinery. 

[] See that floors are clean except 
for shavings or metal filings in a 
normal amount. 

[| Go over all machines with an oily 
rag so that they will pick up high- 
lights. 

| See that all light cords are placed 
inside light fixtures. 

[| Remove unsightly objects such as 
matches, scraps of paper, etc. from 
the scene, but be sure that necessary 
tools are left in position and not 
placed in too orderly a fashion. 

(] Ask the workman to show you 
his particular duties with a machine. 
Stop him when he demonstrates an 
operation that appears interesting. 
Tell him to be in this position when 
the picture is taken. 

(} Ask that workmen remove grease 
rags from hip pockets. 

(_] Place workmen who wear bright- 
colored or plaid shirts in the back- 
ground. This you can work out with 
the foreman. If he must be in the 
foreground, the foreman can have 
him either change his shirt or ask 
him to do some assignment that takes 
him out of the picture. 

(| Be sure that the models are 
“leaning in” or assuming action poses 
rather than posed positions. 

_] Make certain that all of the im- 
portant operations of a particular 
piece of machinery show. If they 
don’t, suggest two pictures rather 
than one. 

'] In over-all shots, work with the 


“The illustrations will need to be large, 
very dramatic and very well indicated 
as I'm not going to write much copy.” 





foreman to see that all machines have 
operators and that the general feeling 
is that of a busy shop, showing every- 
one working, and each man doing a 
different operation, even if the ma- 
chines are identical. 

_} Ask the foreman to have men 
remove skull caps or clothing that 
might make these men conspicuous. 
_] Position handicapped workmen in 
such a way that they do not appear 
awkward. 

|_| Avoid showing “south paws” op- 
erating machinery designed for right- 
handed men. 

[| See that Venetian blinds are all 
at an even level, not one down, one 
half-way raised, etc. Be sure that 
Venetian blinds are hanging straight. 
[| See that Coke bottles and paper 
cups are removed from tables. 

| See that windows are clean. 

"| If you find an uncooperative em- 
ploye, give the excuse of wanting to 
call the department head in to check 
some other problem in the photo. 
Usually this person will act better 
when his boss is present. 


>’ Consider The Angles .. . Most of 
the time we think of shooting pic- 
tures straight on from eye level. But 
how much more imaginative to take 
pictures from different angles. Have 
the camera angle at 60° shooting 
down or place the camera on the floor 
and shoot up at some scenes. Some- 
times the subject that you are shoot- 
ing will suggest an interesting angle 
from which to shoot. 

So, there you have them—some 
valuable procedures and tips on as- 
suring good photography at lower 
cost. Most of them were learned the 
hard way. They should help you 
avoid the pitfalls of picture taking, 
cut down on costly and excessive 
retouching and add the final touch 
that brings perfection to your lit- 
erature. 44 


Versatile Art Tool 
Described in Folder 


A versatile art tool that combines 
an 18” straight edge, 3’ beam com- 
pass, controlled brush circles, raised 
edge striper, an attachment for mak- 
ing elliptical layouts and a protrac- 
tor is described in a folder issued by 
Cranecraft (Mamaroneck, N. Y.). 

Called the Cranescriber, the in- 
strument is designed to hold pen, 
pencil or brush for circular scribing. 
Used in another way, the Crane- 
scriber becomes a striping edge and 
with the use of attachments, the tool 
can be used to lay out an ellipse up 
to 3’. Price of the Cranescriber is 
$7.50. The various uses of the tool 
are illustrated in the folder. 


For your copy circle No. 524 on the 
Reader's Service Card inside back cover 








Project sharp, bright images 
directly on your drawing board! 


with the NEW Ap: 0 ‘Gi uph 


Project photos, objects, artwork to exactly the size you want. 
Cut costs, assure accuracy, save time, turn out quality work. 
Visualize layouts faster by experimenting with different size 
illustrations. Render illustrations directly from the image in any 
medium. "Drop in” keyline elements to match layout accurate- 
ly. Capture difficult perspectives of boxes, bottles, machine 
parts, hands etc. The Art-O-Graph saves you costly errors in 
artwork and plates, saves you money by eliminating photo- 
stats used for positioning. Projects images up to 44”x44" 
directly on your drawing board; reduces to one-fourth 

Original size. No tracings or intermediate steps. 

Convenient fingertip controls. All-steel “lifetime” 

construction. Handsome metallic, gray-tone 

crackle finish. Takes no floor space. Fits 

all drawing tables. 


Shipped completely assembled 


Write today for FREE 
illustrated folder! 


ArtO-Graph 


J. A. ENGEL, INC. 


624 Syndicate Bldg. ¢ Minneapolis 2, Minn. 


NO FLOOR SPACE NEEDED! 
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for users of 


sales-promotional material 


DIRECTED BY RALPH JAEGER 


We are extending our services into an area 
where you are most often in need of 
professional help. Under the direction 

of Ralph Jaeger, you have available the 
stimulating ideas of an Art Director and 

the creative execution of his staff 

.--With an important record of accomplishment 
in every sector of advertising. 


fredman-chaite studios, inc., 62 west 47th st., n.y.ce 36 
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THIS IS THE MODERN, NEWBLACh BOX BUILDING 
»»eYOU WERE THE CONTRACTOR WHO BUILT IT! 








CONTROLLED 
f HUMIDITY 


PRECISE FILM PROCESSING 


ADDITIONAL 
CUSTOM-BUILT PRESSES | 


) Yes, you built it! ;As surely as though you had 
poured the concrete yourself. It was your confidence in 
us. your continuous use of Black Box as your printing source. 
that enabled us to move into this fine, new building. : 
Now that we're in our new location we cordially invite all printing 
buyers to visit us and acquaint themselves with our unique 
screenless printing process. Our modern facilities will 
enable us to improve still further on the fine -service—we-have 
always given in the past. And. we have departmentalized : 
our new plant to establish even higher standards of quality an > | 
control. You've built this new building, now you will A Eel | 
directly benefit from it. Today, more than ever before, you'll want | (| ; 
to specify Black Box for those short run printing jobs | \| 
in full color where Collotype is best! alle | | 





SCIENTIFIC 
COLOR MATCHING 


Printing brokers interested in rounding out their lines are invited to write 


BLACK BOX COLLOTYPE STUDIOS, INC. 





* Photo-Gelatin Printers * 4840 W. BELMONT AV E. 
OUR NEW ADDRESS CHICAGO 41, ILL. 
Sales Representatives: Kalamazoo Cincinnati St. Louis Tele p hone AVenuve 3-0262 
2-6766 Plaza 4218 Central 5068 


78 * are September 1954 . . « for more details circle 568, page 101 





Kraft Produces 


Picture and Caption 


In One Operation 


A new technique has enabled Kraft Foods to caption 
publicity pictures right in the darkroom. This cake 
photo is an example of the technique—an attractive 
shot of the prepared food with the recipe appearing 


quite legibly below. 


A new system developed by Kraft 
Foods which enables it to “cap- 
tion” publicity photographs right in 
the darkroom is saving time and 
increasing efficiency for the company 
these days. 

The technique, developed by the 
Kraft photo department headed by 
Fitz H. Lee, stems from early 1953 
when the company swung into a pro- 
gram which called for the preparation 
of several hundred prints each of 30 
subjects each month for distribution 
to newspapers and advertising man- 
agers of retail food chains. 

Each photo in the program was to 
be an attractive shot of some tempt- 
ing dish of food prepared with Kraft 
products, and each was to have a 
lengthy caption attached giving the 
full list of ingredients and the accom- 
panying recipe. 


>To reduce the time required for 


To prepare for printing a 10x12’’ photograph using Kraft’s method, a 
Kodalith copy of the recipe is placed into position on an automatic con- 


tact printer. Next the surface of the photo is scored with a glass cutter, 


captioning, Lee’s department experi- 
mented with a variety of duplicating 
methods including one method for 
reproducing the captions on the 
backs of the prints and others for 
pasting mimeographed captions at 
the bottoms of the prints. According 
to Lee, every one of the duplicating 
methods was unsatisfactory because 
it involved a completely separate 
operation which was time consuming 
and also allowed an undue margin 
for error. 

The system finally adopted gives 
Kraft its neatest and least expensive 
result. 


>In making the prints, the Kraft 
photo department works from stand- 
ard 8x10 negatives. But, instead of 
printing on 8x10 paper they use 
10x12 sheets, which are also a stand- 
ard package for Kodak Azo paper. 
This leaves a 4x8” margin at the 


bottom of the regular print for the 
insertion of the caption 

The original captions are all pre- 
pared on proportional spacing type- 
writers equipped with carbon rib- 
bons. These are copied on Kodalith 
film. The Kraft photographers pre- 
fer to copy these captions with a 
camera rather than preparing them 
by contact printing because this en- 
ables them to have perfect control 
in fitting captions to the available 
space. 

In printing the caption the nega- 
tive is merely fitted into a spot on 
a prepared contact printing mask be- 
neath the negative of the picture to 


be identified. 


>As the prints are processed and 
taken from the dryer, the girl inserts 
them quickly in a specially made 
scoring frame. Then, she passes a 
glass cutter quickly between steel 


using very little pressure to prevent a break in the emulsion of the print. 
The 4” recipe strip then is folded under the photo, so that the final print 
will fit a standard 82x11" mailing envelope. 
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Filmmotype 


ilmotype 


¢ 


only 
slightly larger 
than a typewriter 
FILMOTYPE 
is a 
hand lettering 


miracle 


The dream machine for 
production men and art 


directors... because: 


e Produces both quality 
hand lettering and type 
ready for reproduction 


~in minutes! 


e Over 700 styles and 
sizes from 12 point to 


king-size 144 point 


e You or the secretary or 
messenger boy... 

anyone can operate 
the Filmotype with only 


a half-hour’s instruction 


e Filmotype proofs offer 
controlled letterspaci:¢ 

and repro sharpness — 

yet costs less than 

5c a foot. 


ADMEN: Filmotype is 
important to you. 

Write for FREE demonstration 
and complete details — 

to Dept. ARS. 


FILMOTYPE 


60 W. Superior ¢ Chicago 10, Ill. 


4 W. 40th Streete New York 18 
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guides. This scores the prints so that 
the caption portions can be folded 
back easily and neatly, making it 
possible to handle mailing in the 
same envelopes as 8x10 prints. 

The additional paper cost of less 
than a penny a print, Lee reports, is 
more than offset by the labor savings 
which come with the elimination 
of the captioning operation. In addi- 
tion, the finished print is far more 
attractive. 44 


Leaflet Series Describes 
Acrolite Plastic Sprays 


A series of leaflets that describe 
and suggest uses for Acrolite art 
sprays has been issued by Acrolite 
Products Inc. (Elizabeth, N. J.). 
Four different types of sprays, all 
packaged in handy spray cans, are 
described and illustrated. 

The four sprays are Acrolite acryl- 
ic spray, a clear plastic protective 
coating; matte artist’s fixative that 
can be drawn over, lettered over or 
otherwise worked over; Damar var- 
nish spray for protecting and pre- 
serving oil paintings, and matte 
black and white acrylic spray, a 
dull-finish spray made especially for 
artists’ and photographers’ needs. 

Prices range from $1.79 to $1.89. 
Drawings in the folders illustrate a 
variety of uses for Acrolite sprays. 

For your copy circle No. 525 on the 
Reader‘s Service Card inside back cover 


Two Artwork Marking 
Devices Introduced 


Two handy devices for marking 
artwork have appeared recently. One 
is a Labelon tape strip and the other 
a felt tip pen, used with special ink. 
The Labelon Tape Co. (Rochester, 
N. Y.) developed the tape and Spee- 
dry Products Inc. (Richmond, N. Y.) 
produced the pen marker. 

The Labelon labels provide a con- 
venient marker that can be written 
on with any blunt instrument, can 
be stripped on like a piece of mask- 


Tape Marker . . . Labelon Tape’s strips 
can be attached easily and removed with- 
out leaving marks on the artwork. They 
can be written on with any blunt instru- 
ment and the writing, protected by a 
transparent plastic sheet, will not smudge 
or erase. 





BEST-TEST’’ never wrinkles 
— curls — shrinks. Excess 
rubs off clean 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where 


UNION RUBBER 
& ASBESTOS CO 
TRENTON, N. J. 


24 HOURS SERVICE ON REQUEST 


Unsurpassed in Quality at Any Price 


1 in 5,000 Lots = 
Var sain tatnees ¥ 
EACH $7.99 per 100 


Postcards $23 per 1,000 

Mounted Enlargements (30 x 40 )$3.85 

E Copy Negative 8 x10 , $1.25. . Postcards, 75¢ 
FULL COLOR POST CARDS 3M $99.50 


A Division of JAMES J. KRIEGSMANN 


; <_—- 
w/ 4 Plaza 7-0233 
@ OPYITRT 165 West 46th St. , 


otoqraphers New York 19, N. Y..5 


WE DELIVER WHAT WE ADVERTISE 
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Continuities * Comic Strips * Light Illustrations 


Spots * Comic Books * Booklets 
TV Story Boards 


DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 
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’ BIG DEMAND FOR ANIMATORS! 


U LEARN 
LJ 
4 


PY a 
Sati 


at home, with the help of 
“Bugs” Hardaway, famous 


center of BUGS BUNNY 


Movie and TV animation artists earn $500 
to $1,500 a month! Interesting jobs open in 
cities all over the nation .. . mail coupon 
TODAY and find out how YOU can cash in 
on your talent and creative ability’ 


FREE Sire race if vou secon NOW 
ee ee OOS eR eee 
= ANIMATED CARTOONING SCHOOL of AMERICA® 


1 Dept. IR-9 BOX 2109 HOLLYWOOD 28, CALIF 


s Send at once without obligation complete informa- 
' tion about your Animated Cartooning Course and 
t Free gift certificate. 


t 
» NAME 7 
a NAME _ ie 
ett 8 
UL! j 
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TO IMPRESS V.LP.'S... 
dress up + photos 
layouts 


+ termes 


WITH CRESCENT 
“ANNIVERSARY SERIES 
MAT BOARD 


CHICAGO CARDBOARD COMPANY 
1240 N. Homan Ave., Chicago, Ill. 


~ 


~ 


SEE YOUR ART MATERIAL DEALER TODAY! 


Magic Marker . . . This new artwork 
marker writes with a felt nib, making 
lines of varied widths. The pen comes ¢ 
with a supply of ink contained in the felt 
pack in the narrow bottle. Named the 
Magic Marker, the new pen was intro- 
duced by Speedry Products. 


oe ae ee ee ee ee ee ee ee ee ee ee ee ee 


ing tape and stripped off without 
leaving a mark. Writing on the labels 
is very legible and the markings can- 
not be smudged or erased because iad as 5 = 
they are under and protected by a ove. ee i Sawees 
transparent plastic sheet. The Label- Call or write for FREE DUPLICATE TRANSPARENCIES 
on strips are available in rolls or tab- 16 pg. handbook containing FLEXICHROME yy MATRICES 
lets in a wide assortment of lengths, useful color information plus other essential services for 
widths and color bands. KURSHAN & LANG reproducing and projecting color. 
>The Speedry “Magic Marker” is a 10 east 46th st, new york 17, n. y. 
pen and ink container unit. The pen 
writes with a felt nib, making lines of 
varied widths from pen-stroke to 
brush-stroke size. The Magic Marker 
contains no liquid ink—all the ink is 
in the felt pack within the narrow Size | Copy Neg- 
bottle attached to the nib and is 
drawn into the nib by capillary 
action. A F 
The Speedry unit is priced at 69¢ Write TODAY for samples and our complete price 


list on other sizes, Blowups, Post Cards and the 
and contains a six-month supply of “VISUALITE” Display. 


ink. Refills are available for 25¢. The ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
pen units are available equipped with REASONABLE RATES. 

six primary colored inks plus brown, 
black and white. The pen reportedly 
writes on any surface and dries as 
fast as it writes. 44 


MURRAY HILL 7-2595 
EKTACHROME PROCESSING 


au a eae ae ae eee oe ee 
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QUANTITY PRICE PER PRINT—SINGLE WEIGHT GLOSS 
250 $00 | 1000 


152 W. Huron Street - Chicago 10, Illinois 
Craftint Artist Papers . . . for more details circle wake set 


Shown in Sample Booklet Ty on 
Samples of all types of art papers, FRANKEL, COPY 
wes Tou: 


available in sheets, rolls and pads, 


eee : : a 1. Consistent high quality 2. Rapid 
are contained in a sample booklet and complete service 3. Reliability aes 
put out by Craftint Mfg. Co. (Cleve- in meeting deadlines 4, Duplicates 

s like originals 5. Color prints in quan- national 
land). Nineteen samples are shown tity 6. ANSCO-authorized. 
in the sampler, including acetate Consultation Service For Your Color Problems EY rate e ae 


eee Write for information or price list 
overlay sheets, tracing and layout Phone collect for estimates 


papers, heavy weight water color, aS = GLOSSY PRINTS MAJOR 
drawing, sketch, bond, bond layout, R A ™ IM 65.00-500 37.50 Me dale fom aer 
heavy ledger, rough manila and 100 8.50 1210 N. CLARK ST. 
CHICAGO 10, ILL. 
and price Uist 


charcoal papers. A price and size list koe er aca) 
; : s STerling 3-7361 
is available with the sample booklet. Michigan 2-5651 
2015 L St., N.W., Wash. 6, D. C. on weguesl 
For your copy circle No. 526 on the ; ; 
Reader’s Service Card inside back cover . . . for more details circle 592, page 101 . . . for more details circle 622, page 10! 
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it doesn’t cost 
a penny more 


to use the finest 
typographic service 


in the world 






Send today 


Monser-Chicago, Inc. 
22 East Illinois Street, Dept. AR: 9-54 
Chicago 11, Illinois 


Gentlemen: Please send me your free Typographic 

Handibook and full information on how | can benefit 

by Monsen Services no matter where | am located. 
No obligation. 


name 
title 
address 


city zone state 
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You save money when you can turn over the details of typo 
mark-up and specification to your typographer...with confidence. 
You save money when your typographer uses every known 

device in a sincere effort to hold costs down. You save money 
when you can rely on the proofreading of your typographer. 

You save time when you buy from a typographer who is big enough 
to give you immediate service. You save time when your etch 

or repro proofs are dry and smearproof when you get them. 

You save time when your proofs are square and correct in all 
details... with no “adjustments” required in the paste-up. 

You save money when your engraver or lithographer can get 
sharp clean negatives from the type without extra handwork. 

You make money when the final appearance of the ad or 
literature attracts the eye, makes friends and closes sales. 

These are the advantages of using Monsen typographic 
services...services that are specifically created to give 

you the finest typography in the world...in a form that 


saves you time and money at every turn. 


Serving the typographic needs of customers in 48 states and throughout the world 


MONSEN-LOS ANGELES, 928 S. Figueroa St. 
MONSEN-WASHINGTON, D. C., 509 F St., N. W. 


Monsen-Chicago, Inc. 


22 East Illinois Street, Chicago 11, Illinois 
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W hite Paper 


... the biggest part of typography 


LAYOUT & TYPOGRAPHY 


Proper use of space in good typography isn’t only letterspacing and 
leading. To get the best results you must also consider the 
space within the letter characters themselves. 


By Raymond Hopper 


Long before Strathmore, type- 
founders knew that “paper was part 
of the picture.” An article of mine 
in the June, 1953 AR was entitled 
“Space ... the First Essential of 
Good Typography.” Now I am going 
to stick my neck out still further by 
stating that space is almost the only 
essential. 

Even those who dispute the indi- 
vidual personalities of typefaces, and 
claim to be able to do anything with 
any face, do it by manipulation of 
space. But the statement, neverthe- 
less, needs some clarifying in detail, 
since to the typical production man, 
“space” means leading or margins, 
and they are far from being the only 
spacing involved. 


> There is an inherent use of space 
over which the production man has 
little or no control, but which still is 
a vital element in his over-all pic- 
ture. Its proper use someone else 
with great skill has already governed 
in the cutting of the face. As an ele- 
ment of good typography, it plays 
such a part in composition that the 
constant user of type should be 
aware of it, and be more reluctant to 
abuse it on those occasions where he 
is the emcee. I refer to the space 
within the letter characters them- 
selves. 

All production men, I suppose, are 
familiar with the necessity of choos- 
ing types for positive reproductions, 
or newspaper use in small sizes, on 
the basis of serifs and hairlines that 


won't break. It is too bad to have to 
say that a fewer number recognize 
the importance of choosing the type 
design because of its relatively 
greater amount of space in such 
places as the bowls of the a-c-d-g- 
o-p-q-s and the eyes of the 2’s. A 
pitifully small number of specifiers 
give any consideration to the amount 
of space there is between the verti- 
cal strokes of such letters as H-M- 
N-V-W-X or the lower case h-m- 
n-u-y. 


>It is precisely because of inatten- 
tion to this point that orders are so 
frequently and blithely given to 
“blow up” a small size type to a 
much larger size, one that the local 
composition service or printer 
doesn’t happen to have in the case or 
magazine. The reason for this doubt- 
less lies in the all-too-common be- 
lief that a given-named design is a 
single pattern which the founder of 
the type simply photographs up and 
down the scale to make the series of 
sizes. 

The actually intervening burden 
of highly skilled operations in the 


production of a series is a gift of the 
gods that relatively few production 
men are even aware of having re- 
ceived, or of having any need for. 
It seems to many inconceivable that 
merely photographing a design 
larger or smaller can significantly 
alter it, yet a few simple tests will 
demonstrate the difference it can 
make in size, appearance, and legi- 
bility. 

Figure la (Page 83) shows 12 pt. 
Franklin Gothic Extra Condensed 
caps blown up to the height of 96 pt. 
caps. Figure 1b shows 96 pt. caps as 
the founder cut them. The two ex- 
hibits look like entirely different 
faces, and, if space laterally is impor- 
tant, that difference could be tragic. 


> Now, why should the type designer 
be right and the photographer 
wrong? Well, let’s see what the type- 
founder did that the photographer 
could not, to make, let us say, all the 
sizes of a capital H of this face look 
as if produced from the same pat- 
tern. In actual practice, it is rare 
that more than five sizes can be pro- 
duced from any single drawing. 
The 36 pt. size usually is made first, 
and the drawing for this may be used 
to make one or two more sizes above 
and below the 36 pt. But then a new 
drawing must be made which will 
include alterations in the design nec- 
essary to assure its continuing to look 
the same. I know it sounds like non- 
sense, but the facts of life often do. 
Take a look at Figure 2. These three 
H’s are copies of the foundry’s own 
drawings. They show the extent of 
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the variations that have to be made 
in the designs for different sizes, to 
counteract the variations that pho- 
tography would certainly impose, if 
the whole series were to be shot from 
one pattern. 

When making the 6 or 8” high 
pattern for the 36-pt. type, the de- 
sign is like the middle H in Figure 
2. But the pattern for the 6 pt. type 
must be thicker in the strokes and 
wider between the legs, as in the 
left-hand H, in order to compensate 
for the thinning and filling up inci- 
dent to its great reduction. And the 
same size pattern for the 120 pt. type 
must have slightly thinner strokes 
and closer legs because the reduc- 
tion from the pattern size will be less. 


> Now, if the type founder cannot 
photograph one drawing far up or 
down the scale of sizes without dis- 
tortion, what do you suppose hap- 
pens when a photographic specialist 
in type distortion, or hand-lettering 
legerdemain, blows up, or down, your 
handy type lines to the size you 
really want? If you photograph down 
too far, you'll lose vital white space 
in those sizes already too prone to 
fill up in positive reproduction. If 


ee 
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lalla 


Figure 2 


Figure ia 
12 pt. Franklin Gothic Extra 
Condensed caps blown up to 
the height of 96 pt. caps. 





you blow up too far, you'll add not 
only more white space than you 
need, but also thicken the lines of the 
design, as you saw in Figure la. How 
much you can do so is indicated by 
a comparison of the two extremes in 
Figure 2. 

To make the matter worse, we 
have been considering only the sim- 
plest of rectangular forms. The situ- 
ation becomes far more complex in 
such busy characters as those involv- 
ing curves, loops, eyes, and bowls. 
Especially in reductions. However, 
if you are very, very clever, the 
phenomenon can be used to some 
advantage, as in the case of enlarge- 
ments when an effect like Figure la 
is desired to get away from more 
condensation than the actual large- 
size type supplies. 

You may better realize the impor- 
tance of the subject by referring to 
the founders’ specimen sheet of Cas- 
lon 471. Practically every size had 
had its individual pattern. In many 
cases, the actual shapes of the letters 
have been entirely re-drawn for no 
other reason than to preserve the 
same spirit of the face throughout 
the series of sizes. 44 










Figure Ib 


96 pt. Franklin Gothic Extra 
Condensed caps as set. 


Unique Type Book 
Issued by Baird 


One of the most unusual type 
books ever published has just been 
issued by Harry Baird Corp. (Chi- 
cago). Called “The World’s Handiest 
Type Book,” the volume may well 
be just that. It has several unique 
features which are of special value 
to admen. 

The book gets off to an unusual 
start with a white-on-black page 
showing one-third reduction reverse 
copy of the regular index pages. 
It shows 153 different typefaces. The 
one-third reduction makes it pos- 
sible to quickly determine which 
typefaces are best suited for reverse 
copy. Types which have a tendency 
to “fill up” when used for reverse 
copy can be quickly determined. 

Probably the most useful feature 
of the Baird type book, however, is 
a series of 28 transparent pages. 
These 81x11” pages contain both 
upper and lower case samples of 
the most popular advertising type- 
faces in a variety of sizes. The speci- 
mens are printed in five-character 
groups in black on a transparent 
paper. They enable admen to 
quickly determine how one face goes 
with another and are helpful in se- 
lecting typefaces for a particular 
layout. 


>Another unique feature of the 
book is the handling of body copy 
specimens. The samples are set in 
1x2” blocks, with the characters- 
per-inch and total number of words 
in each block indicated. 

The book contains a page showing 
a series of 26 different faces par- 
ticularly suitable for “mail order” 
ads. The types on the page range 
from 4 pt. Century Expanded to 8 
pt. Antique Bold and 10 pt. Binney. 

Complete upper and lower case 
alphabets, figures, and special char- 





acters are illustrated in a special 
one-size showing of all of the faces 
featured in the book. Another 20- IF YOU WERE 
page section features a wide variety 
of borders, ornaments, initials and INCONVENIENCED.. 
other special typographic materials. 
The book is loose-leaf bound with WE ARE SORRY 
a hard cover. It sells for $15, with 
the purchase price refunded if $100 It was really not all our fault that we 
in business is placed with the com- os 
pany. 4 
Additional details and a sample of ae VENUS EXTENDED Series 
the white-on-black showing of type- 


faces are available. ... but the spontaneous acceptance 
For your copy circle No. 527 on the 


by leading Art Directors throughout 

Reader's Service Card inside back cover 8 
aan the country, for which we are most 
Longyear’s Layout Book grateful, found us with an extremely 


s 2 heavy production schedule. 
Issued in Revised Form 


Our stock now has been adequately 
Good news to anyone who wae increased and, as a matter of fact, 
to learn more about layout is the el ; 
re-issue by Ronald Press Co. (New ; the size range of the three ITALICS 
York) of one of the best books on has been widened to include 
the subject, William Longyear’s “Ad- 
vertising Layout.” This excellent medium italic— 8 to 24 pt. 
book has been revised with new bold Nalle-8 to 36 pt. 
illustrations selected from current 
advertising. 
William Longyear is well known venu S e xt en d ex d 
to graphic arts people as a former 
president of the Eastern Arts Assn. 
and as a member of the National 
Assn. of Art Directors and the Pack- your nearest BAUER type dealer, or write 
age Designers Council. For many in Sn Willan es 
years he has been chairman of the = 
Department of Advertising Design 
at Pratt Institute (New York). 
“Advertising Layout” reflects Mr. 
Longyear’s eminence in the field, yo BAUER Alphabets, Inc. 
nis wide exper ience and his ability 235-247 East 45th Street 
to forcefully “teach” the basics and a 
refinements of design. This simply New York 17, New York 
written, well-documented book is re 
equally suitable for either the ap- 
prentice or journeyman. 


ran short recently on some sizes in 


light italic 8 to 24 pt. 


For detailed information and specimens see 


VAnderbilt 6-1263-4 


>The book opens with two chapters | Se a ee 
covering basic theory and practice 
in layout design and continues with 
chapters on attention value and em- . . « Sp Gee Geet ede GA, ies 22 
phasis in layout, magazine and news- 








You are cordially invited 
to send for your copy of 
THE WORLD’S HANDIEST TYPE BOOK 


Features .. . complete alphabets; transparent pages for \ . 
quick, accurate type selection. An index set in the types The most PRACTICAL lettering 
named and in reverse for easy, fast selection of white | 

letters on black background. Weighs only two pounds. system ever devised ’ 

Each page easily removed from 22-ring binder or replaced . 

in three seconds. Over 130 alphabets... 120 copy blocks 
which represent over 90% of all types used in modern 
advertising. Price $15. If it doesn't save you $15 worth of 
time and trouble after 10 days use, return it, without 
obligation. Place $100 business with us and it is free. 

Please ask for free literature. 


HARRY BAIRD CORPORATION 
Advertising Typographers 
18 W. Kinzie St., Chicago 10, Ill., Fred H. Bartz, Pres. READY CUT poste-up lettering 


. for more details circle 565, page 101 a ill Lehi hel 
UM Mears let a 


© LARGE SIZES...UP TO 2 INCHES! 
y i pa ys NEWEST POSTER STYLES! 


TO HAVE IT set? 


eeqoonae A HANDY PAMPHLET of before-and- 
‘ fter ads to take out with you when 
. and what makes you think you JAY P making the 


making that call. It’s yours if asked_ 
should be earning as much as a com- WALK advertising typography 
positor?”’ 11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 
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paper layout, color in layout, direct 
mail—which, incidentally contains 
some of the most original ideas in 
the book, posters and magazine cov- 
ers, typography and lettering, art 
and photography for ads, the art 
director and his functions, and 
graphic arts in television. This last 
chapter, written by Georg Olden, 
graphic arts director, CBS Tele- 
vision, is one of the best. Mr. Olden 
presents some practical help in solv- 
ing some of the problems of dreaming 
up art fer television, and also has 
selected some of the most attractive 
art being used in tv today for illus- 
tration in his chapter. 

A bibliography, which is prac- 


se Tae EO 
9 j . 
souent production 


re 


tically a list of all the important 
books on all phases of advertising 
art, concludes the book. 

The illustrations in this new edi- 
tion are particularly fine. They are 
more than just excellent examples of 
good, contemporary art and layout, 
they invaluably augment Mr. Long- 
year’s text. Three different types of 
layouts are shown in color in addi- 
tion to the many black and white 
photos. 

If you’ve been searching for an 
authoritative, yet lively and imag- 
inative approach to layout designing, 
look through the new edition of “Ad- 
vertising Layout.” Ronald Press is 
the publisher. The price is $6.50. 44 





Our “Veauhes to the many 


progressive advertisers throughout 
the country who have so enthusiasti- 
cally received Warwick Fotosetter 
Composition, the revolutionary new, 
modern method of setting type. 


Wanwich Typographenrs, tue. 


Dept. F-21, 920 WASHINGTON AVE. ° 
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ST. LOUIS 1, MO. 
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Line-O-Print . . 
working mechanism of the Line-O-Print 
photocompositor. It setls for $189.50. 


. This view shows the 


Photocomposition Unit 
Offered by Line-O-Print 


The Prest-O-Print photocomposi- 
tor (described in “Setting Type by 
Photography,” July AR) has been 
renamed ‘‘Line-O-Print’’ and is 
being marketed by a new firm, Line- 
O-Print Co. (Minneapolis). A com- 
pletely hand-operated photographic 
typesetting machine, the Line-O- 
Print is the lowest priced machine 
in its field—it sells for $189.50. 

Several refinements have been 
made in the original machine, but 
the basic principles of operation re- 
main the same. Lines of type are 
composed by inserting individual 
character matrices into the machine 
and exposing them on either posi- 
tive or negative 35mm photographic 
paper. Development is accomplished 
by normal photographic methods. 

Line-O-Print now has over 200 al- 
phabets available for use with the 
machine. There are 27 type styles in 
sizes ranging from 14 to 84 pts. Each 
complete set of matrices sells for 
$17.50. 

A folder describing the Line-O- 
Print is available. 


For your copy circle No. 528 on the 
Reader’s Service Card inside back cover. 


“Oh, he’s a good man all right—but 
what a clockwatcher!”’ 








AUDIO & VISUAL AIDS 
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Audio-Visuals don’t have to cost 
a lot of money to be effective 


The Reardon Co. produced a prize-winning strip film for just 
$750 .. . which proves that the size of the budget doesn’t 
necessarily determine the effectiveness of the presentation. 


One sales tool receiving a second 
look from the Reardon Co. (St. 
Louis), a manufacturer of water 
paints, is audio and visual aids. The 
firm, whose interior wall finish, 
Dramex, had been on the market for 
four years, decided to depart from 
chalk talks and flip-overs and try a 
sound slide film to revive sales push 

. with several startling results. 

Among the results has been an 


increase of invitations from distrib- 
utors and dealers to Reardon’s 55 
salesmen to attend sales meetings. 
This increase amounts to more than 
200%. Another result is an award 
from the National Visual Presenta- 
tion Assn. and the New York Sales 
Executives Club for the best slide 
and strip film production of the year. 
One criterion mentioned specifically 
as the basis for this honor was that 


ae ERC, 
LOOK LIKE 
DLN 


the presentation cost “under $2,000" 
—actually it was only $750. 


>Sales of Dramex had been good 
since its introduction four years ago, 
but Reardon felt that it had only 
scratched the surface of its poten- 
tialities. In the summer of 1953 the 
firm was preparing to re-promote 
the product, but to get salesmen int« 
as many distributor and dealer 
meetings as possible, an approach 
other than chalk talks and flip-overs 
was needed. 


peesenus PUUCOREOCEECEEEEOECOROERUCOOROERCEOECOEOERCEGCRORRROORRGUROROORGRRERERS 


These frames are typical of shots found in 


Dramex’s low-cost presentation. 


NO 
PAINT Y 
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It was decided that a strip film 
would stir up new interest among 
distributors and dealers, whose sup- 
port was needed to make the 
Dramex advertising program more 
effective. But since there was only 
a limited ad budget, the cost of a 
strip film would have to be held to 
a minimum. 

Reardon’s $500,000 budget, $400,000 
of which already was earmarked for 
daily newspapers, magazines and 
trade publications, left only $100,000 
under “miscellany,” which included 
radio, circulars, direct mail, dealer 
helps and window and counter dis- 


plays. 


>To get around this problem, Jack 
B. Connors, eastern division man- 
ager and father of the project, not 
only worked up a rough script but 
also took all the necessary photo- 
graphs himself. Sidney Edlund, pres- 
ident of Sidney Edlund & Co. (New 
York), sales management counsel- 
ors, and founder and then president 
of the NVPA, was called in to offer 
suggestions. 

After further artwork suggestions 
were received from Harold Volg- 
stadt, Reardon’s eastern division 
sales manager, and consultations with 
Karl McKenzie, advertising man- 
ager, Mr. Connors secured the go- 


Burkhardt ZIP-A-KITS 


make selling 


Whether it’s a simple interview . 
campaign. . 


tell a convincing, logical story . . 


. . or a long selling 
. Burkhardt Zip-A-Kits help your salesmen 
. every time! That's 


because Zip-A-Kits are job-engineered to carry catalogs, 
sales literature, samples, books, etc., compactly and effi- 


ciently ... 


and keep them in the proper, easy-to-reach 


order, necessary for a logical selling story. 


Yes, Zip-A-Kits make selling easier for your salesmen. 


Call or write today for your free copy of our newest 
catalog. Zip-A-Kits are best . . . by design! 


Send now for this newest Burkhardt 
Catalog. It’s profusely illustrated... 
shows Zip-A-Kits to fit every budget. 
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LARNED AT SECOND e« DETROIT 26, MICHIGAN 


“Binders to American Business since 1911’’ 
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ahead signal to test the value of a 
strip film as a selling aid for Dramex. 

For actual production Reardon 
went to Animatic Products (New 
York), where David Piel helped 
select the pictures which would best 
tell the story and sketched soft 
pastel cartoons and lettering. These 
were purposely rendered in crude 
style to keep art costs down and to 
avoid the possibility of polished art 
overpowering non-professional color 
photos. 


>In the strip, cartoons are used to 
set the mood, create the situation 
and produce the sales theme, and 
photographs fill in wherever it is 
necessary to prove a point or docu- 
ment a fact. They kept it simple, 
with a change of pace between car- 
toons and photos, concerning them- 
selves with a selling job on one 
product only. 

While conventional strips run to 
no more than 60 frames for ten min- 
utes, “New Rooms for Old” includes 
over 140 in 12% minutes. Reardon 
found that visual variety, mixed with 
simple and uncluttered images, guar- 
anteed audience retention. 


The strip, designed to make the 
prospect a participant rather than 
an observer, spells out the ABC’s of 
Dramex preparation and application, 
weaving in here and there a theme 
about the reliability of a four-year- 
old product manufactured by a 70- 
year-old company. 


>For the sound portion of the film, 
the voices of two men and a woman 
tell the story. Mood music from the 
Lang-Worth Library (New York) 
establishes that something important 
is going to be said and then slides 
into the background with a light, 
gay theme behind narration. 

One man’s voice carries the factual 
pitch and another does the selling 
with a more casual approach. The 
woman’s voice, purposely non- 
professional in keeping with the 
cartoons and photos, establishes 
questions women might ask plus 
their possible reactions to the 
product. 

Reardon’s first excursion into 
audio-visual aids has met with 
enough success to cause the firm to 
delve further into this media. In the 
works are two consumer film strips, 
one for Dramex and the other for 
Bondex, a primer, and a companion 
presentation for Bondex along the 
lines of the salesmen’s Dramex 
piece. 

“One of the most important items 
our film illustrates,’ Mr. Connors 
said, “is that audio-visuals don’t 
have to cost a lot of money to be 
effective.” 44 





Compact Presentation 


Diamond Crystal Scores 
With Billfold Sales Kit 


Salesmen of the Diamond Crystal 
Salt Co. are selling “straight from 
the heart” in their contacts with 
busy chain buyers and ad managers, 
jobbers and retailers . . . and they 
have a special “tool” for the job. 

H. J. Hyslop, Diamond advertising 
and sales promotion manager, had 
developed a unique presentation that 
can be easily carried in a breast 
pocket or tucked into the most com- 
pact order book. The entire pres- 
entation is contained in a grained 
plastic billfold supplied by Larido 
Corp. (New York), containing nine 
individually stitched clear plastic 
“pullouts” which allow salesmen to 
merchandise current advertising and 
promotion of their product. 

With this one inexpensive selling 
tool, an entire advertising and mer- 
chandising story, including color 
pictures, copy, testimonials and min- 
iature reprints of ads, stretches out 
for more than 2’ before the custom- 
er’s eyes. Yet it all folds away, by 
means of neat accordion folds into 
only 314x43s”—no larger than the 
wallet you carry in your pocket 
every day! 


> Since all printed matter is on in- 
dividual 214x334” cards inserted in 
the clear plastic pockets of the bill- 
fold, it is a simple matter for each 
salesman to substitute new cards as 
they are available. Similarly, special 
promotions run in only one part of 
the country, or for a short time, can 
be featured as they appear. 

The billfold has nine pockets, all 
but one of which can be viewed 
from either side, making room for 


Selling from the Heart . . . This Diamond 
Crystal salesman is never farther away 
from his sales presentation than his hand 
can reach. 


Compact Portfolio . . . Nine clear plastic windows pull out from this plastic billfold sales 


presentation, presenting an entire Diamond Crystal selling story at a glance. Regional or 


national promotions can be featured interchangeably simply by changing the individua! 
2 2x3 34" cards. 


17 individual cards. If one-shot 
viewing is desired, however, the nine 
pockets visible with a simple glance 
give ample space for a strong, com- 
pact sales story. 

In addition, the billfold has two 
handy pockets into which larger 
matter, properly folded, can be in- 
serted. These can also be used for 
business cards or other items. 


edly like the idea, too, since consid- 
erably less of their time and desk 
space are required to get in the 
“meat” of the presentation. 

The salesman, as a result of this 
unique portfolio, can walk into a 
store seemingly empty-handed—as 
though on a courtesy call—and still 
have a_ hard-hitting, up-to-date 
sales story no farther away than his 
breast pocket. Best of all, it is a 
graphic, interesting story even the 
busiest buyers are happy to read be- 
cause of the novel form in which it 
is packaged and presented. 

As an attention-getter, Diamond 
Crystal rates its new plastic mer- 
chandising billfold one of the best 
promotional pieces the company has 
used — concise, eye-catching, inex- 
pensive and easily adaptable. Dia- 
mond Crystal’s sales staff likes the 
fresh, new approach of carrying thei 
advertising “close to the heart.” 44 


>The billbold is being mailed di- 
rectly to key grocery personnel and 
has the name of the recipient in- 
scribed across the front in handsome 
gold lettering. This personalizes it as 
a special working tool and adds to 
the rich lustre of the simulated 
leather. 

Diamond Crystal sales representa- 
tives are enthusiastic about this new 
merchandising aid, a radical depar- 
ture from the larger, bulkier port- 
folios and sample cases traditionally 
used to carry literature when calling 
on retailers. Store managers report- 
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Low-Cost Presentation 
Described in Booklet 


A five-step method for making in- 
expensive slide-sound film presenta- 
tions has been outlined in a handy 
booklet published by Minnesota 
Mining & Mfg. Co. (St. Paul). Called 
“How to Make Your Own Slide Film 
Presentation for Under $20,” the 20- 
page booklet explains how to com- 
bine color transparencies and tape 
recordings for effective low-cost 
productions. 

The booklet makes it clear, how- 
ever, that: “This method is not in- 
tended for use in dealer or distribu- 
tor sales meetings or as a sales tool 
in calling on the customer. Generally 
speaking, a professional, well-pol- 
ished presentation is required for 
this purpose.” 

Instead, the booklet explains that 
the company-produced slide film has 
many advantages over the profes- 
sionally-produced film, provided it 


is geared for internal use. “Through 
the medium,” says the booklet, 
“company experts—the men with the 
product knowledge and know-how- 
can address themselves directly to a 
company audience. . . . There is no 
loss of many of the small but impor- 
tant details through interpretation 
by a third party. There is a definite 
air of realism and authenticity rare- 
ly ever achieved by professiona! 
productions.” 


>The five steps are: 


1. Make a “working script” ' 
Write down the sequence of the pic- 
tures you will require to illustrate 
the process, product or idea on 
which your presentation is to be 
based. A new industrial process, fo 
instance, would require a step-by- 
step illustration of the process itself, 
together with before-and-after shots 
of products involved. 


2. Take pictures .. . You will save 
considerable time by setting up 
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Converts Into Actual 
Sales The Desire 
Previously Generated 
By Your Adverti 
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Universal “300” 


AUDIO VENDOR 
_ FOR USE WITH ANY TAPE RECORDER 


This accessory will instantly convert any standard 
tape recorder into a continuous message repeater 
for point-of-purchase displays and trade shows. 
An always-on-the-job salesman. 

Holds tape lengths of 15 seconds to 15 minutes. 


The tape comes from the center of the magazine 
and after playing or recording is automatically 
rewound on the outside at the proper tension and 
speed to prevent binding or excess loop. 


New sales messages, as recorded, automatically 
wipe off old messages. The friction- and static- 
free magnetic tape has one-third the tensile 
strength of steel, cannot break or tear in ordinary 
use. Lasts a lifetime. 

If your dealer can't supply you, order today, 
only $18.50 prepaid, or write for free brochure 
and give your dealer's name. 


COUSINO, INC. 


2384 Madison Avenue ° Toledo 2, Ohio 
i A iu 


581, page 101 
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. for more details circle 


Promotions, 
Premiums, 


Stereo-Mailer Vue offers od- — Prizes, Sales, 
justable focusing and inter-ocular d ° 
control — features usually found E ucation 


only in high-priced viewers! and many other uses 


(in quantity) 
COMPLETE 
including 
viewer and 
self-mailing jacket 











Write today for quantity discounts on Stereo 
Mailer-Vue and Stereo Duplicating Service 


NESTOR PRODUCTIONS, INC. 


7904 Santa Monica Blvd Hollywood 46, Calif 
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props in advance, lining up plant 
personnel to act as models, making 
sure the desired locations will be 
free for picture-taking at the time 
you plan to shoot. In planning 
schedules and release dates, allow 
approximately 10 days for process- 
ing the exposed film. 


3. Organize slide sequence .. . Se- 
lect the finished transparencies that 
best illustrate your story and ar- 
range them in order, with each slide 
in correct position for insertion in 
your projector (upside down and 
with the dull side facing the opera- 
tor). Then place a sequence number 
in the upper right corner of each 
slide. By keeping these numbers in 
that same position as slides are in- 
serted, you will avoid getting slides 
in upside down or backwards. 


4. Arrange recording session 
Assemble three or four key company 
people who are familiar with the 
process you are describing. Give as- 
surance that an informal atmosphere 
will be maintained. No advance 
preparation or script is necessary. 
Emphasize the recording session will 
be fun. 

Group discussion panel around 
table. Have your equipment ready: 
projector and screen set up; slides 
in order, ready to be screened; tape 
recorder plugged in with the micro- 
phone in a central position. Each 
person should be seated so that he 
will talk into the microphone with 
the same approximate volume level— 
18 to 24” from the microphone. The 
microphone should be set on padded 
material to deaden distracting room 
noise, scraping of feet, etc. 

5. Record the commentary .. . As 
you flash each slide on the screen, 
ask the experts present to explain 
the operation shown. Discuss care- 
fully what to say and who will say it. 
Then record your remarks. The ex- 
perts should be encouraged to in- 
terrupt one another, maintaining a 
relaxed roundtable atmosphere. Let 


. and here’s a close-up of the 
product.” 








one person serve as commentator or 
moderator to identify speakers and 
keep the talk moving. In order to 
keep the commentary conversational 
no scripts are used. The only ad- 
vance preparation that may be nec- 
essary is the gathering of technical 
data or exact figures. 

The booklet explains many other 
details which are helpful in produc- 
ing such a film. 


For your copy circle No. 529 on the 
Reader's Service Card inside back cover 


NAVA Directory Helpful 
To Audio-Visual Users 


Information on the specific types 
of sales, film library, equipment 
rentals and services offered by each 
of more than 450 audio-visual deal- 
ers is available through the 24-page 
“NAVA Membership List and Trade 
Directory,” published by the Na- 
tional Audio-Visual Assn. (Evans- 
ton, IIl.). 

Designed to help the audio-visual 
user set up a film or audio-visual 
presentation in areas where he is 
not familiar with the facilities of the 
local dealers, the directory indicates 
where each of 15 types of audio- 
visual equipment may be rented, 
which dealers offer projection serv- 
ice, projection room facilities and 
equipment repairs, which handle 
sponsored films and educational in- 
formation, entertainment and relig- 
ious films for rental, and where 
audio-visual equipment, accessories, 
films and filmstrips can be purchased. 

Single copies of the membership 
list are available to audio-visual 
users from the NAVA. 


For your copy circle No. 530 on the 
Reader's Service Card inside back cover 


Dynamic Films Booklet 


Tells Company Services 


A lively, illustrated 16-page book- 
let describing its facilities and opera- 
tion is now available from Dynamic 
Films Inc. (New York). 

Called “An Introduction to a Re- 
sponsible Motion Picture Producer,” 
the booklet keeps copy to a mini- 
mum, relying on line drawings for 
much of its impact. 

The booklet describes Dynamic’s 
production and distribution facilities, 
its staff, and the kinds of films the 
company has produced, including in- 
dustrial, sales and training, insti- 
tutional and documentary films. A 
section of the booklet is devoted to 
tv commercials and tv programming. 

Copies are available from the com- 
pany. 


For your copy circle No. 531 on the 
Reader’s Service Card inside back cover 
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Package Imagery 


...aguide to sales 


Packages must be recognized if they are to do the 
necessary selling job at the point of purchase. 


By Walter P. Margulies 
Lippincott G Margulies Inc. 
New York 

With competitive activity at the 
point of sale now reaching a fever 
pitch, it is becoming increasingly ap- 
parent that merchandisers must look 
toward newer and more effective 
point of sale tools if they are to win 
their share of the market. 

As package designers we, too, 
have faced this problem, and in at- 
tempting to alleviate the condition 
we have utilized a highly successful 
sales tool which we call “product & 
package imagery.” 

For all sales purposes package 
imagery consists of the various vis- 
ual elements that make up a package 
—considerations such as distinctive 


lettering, shape, colors, product il- 
lustration or design, trademark, etc. 

For example, Lucky Strike has 
powerful imagery—the “bullseye” 
means Lucky Strike; primary image 
for Campbell Soups is the red and 
white color split; the Coca-Cola 
bottle means Coca-Cola—no other 
soft drink has that distinctive shape; 
Borden’s has “Elsie;” Ballantine’s 
imagery is three simple rings; CBS- 
TV has an “eye.” 


>Imagery gives consumers an im- 
mediate impression of a product by 
conveying certain connotations about 
it. Imagery expresses not only the 
product, but the company as well. 
It is in fact synonymous with a com- 
pany. To the consumer, it is the most 


tangible and most-often-seen ex- 
pression of your corporate person- 
ality. 

Strong imagery gives a powerful 
tie-in with advertising and point of 
sale. Remember: in mass displays 
the overwhelming array of colors 
and typefaces robs packages of their 
individuality, unless package image- 
ry is so well established that, in this 
“texture-maze”’ 
package is 
recognized. 


environment, a 
immediately seen and 

In other words, strong package 
imagery helps the consumer recog- 
nize and select a brand; it also pro- 
motes recall of advertising (in maga- 
zines, newspapers, tv, etc.) where 
it pays off—at the point of purchase. 
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> Imagery works in other ways, but 
let’s first take a look at what makes 
for good—and bad—imagery. 

First off, to be effective, package 
imagery should have a favorable 
product association. One of the best 
examples of this is the Green Giant 
pea package. The image of the giant 
green man with the well-presented 
stalk of green peas not only domi- 
nates competitive displays at the 
point of sale, but works more than 
efficiently to convey a favorable ap- 
petite—and-quality-appeal impres- 
sion about the product. The image 
is relatively simple, certainly unique, 
and is recognized in a flash. The 
same “green man” image, but in a 
different color, might not be as ef- 
fective. The “green man” without 
the pea stalk might again be less ef- 
fective. 


>Imagery must simultaneously be 
believable. Regardless of the “ethi- 
cal,” “quality,” or “economy” claims 
you push for a product, if imagery 
belies these claims, you are under- 
mining the sales and promotion ef- 
forts. 

To be believable, an image must 
look like what consumers think it 
ought to look like. Suppose the pri- 
mary package image is a drawing of 
a Dutch maid. Have you researched 
to see whether this drawing is what 
consumers think a Dutch maid ought 
to look like? 

The primary image is color—evalu- 
ate it: Do consumers pleasantly as- 
sociate yellow (or your color) with 
your product? Does the package 
color make the product seem like 
an ethical drug product instead of 
an appetite-appealing food product? 

If a vignette is used for a can of 
beans, does it look like beans? Does 
the Dutch maid, or the yellow color, 
or the beans vignette constitute the 
best imagery your company can pre- 
sent? Could this—or does this—im- 
agery stand out for your company? 


> Effective imagery is also simple, 
honest, direct and straightforward. 
It tells—in a flash—what the product 
is, what it stands for, whose it is. 
When it does this, then introducing 
a new product to a line may become 
a comparatively easy matter. 

For example, when the Campbell 
Soup Co. started plans for its new 
frozen soup products, it was decided 
to maintain a family identity. Lay- 
out was planned to be horizontal in- 
stead of vertical (for better freezer 
display in stores). Also, the “Camp- 
bell Kid” image appears on the new 
can, but the familiar red and white 
color split was maintained to enable 
consumers to know—in a flash—that 
this is another Campbell product. 

Electrical and household appli- 
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ances are examples of products that 
critically need some sort of imagery. 
Like Cadillac’s “V” emblem, refrig- 
erators, toasters, and electric irons 
need imagery that immediately 
“brands” them. They need an image- 
ry that immediately helps the con- 
sumer on a showroom floor select 
the one he saw on tv the night or 
week before. It is almost incredible 
how much these types of products 
look alike, grouped in a retail en- 
vironment. Usually only the sales- 
man (if there’s one around) can 
“tell the difference.” The consumer 
has to search for the coffee maker 
with the six revolutionary features. 
Here is where imagery acts as an 
alert salesman—to immediately point 
to your brand. 


Walter P. Margulies 


This article has been digested 
from a visual presentation delivered 
by Walter P. Margulies, a leading 
New York industrial designer, be- 
fore the annual convention of the 
Advertising Assn. of the West in 
Salt Lake City. It is an outstanding 
discussion of a phase of modern day 
packaging which is becoming in- 
creasingly important. 





> Many packages today possess ex- 
ploitable imagery—but it is often so 
confused or weakened by superflu- 
ous copy, lines, color and extraneous 
“little images” that its prime imagery 
doesn’t come off. 

Research and testing can help de- 
termine what your own, personal, 
distinctive imagery really is—a vis- 
ual device which consumers can use 
to recognize your brand. A visual 
device which best expresses your 
product and corporate personality. 

Good imagery is hard to come by. 
When you have it, put it to work! 

Once good imagery is uncovered, 
use it consistently. That is, once de- 
veloped, a symbol or image should 
always look the same no matter 


where it is seen—on shipping cases, 
trucks, billboards, signs, ads, tv, the 
point of sale—so that consumers al- 
ways know what it is, what it stands 
for and whose it is. 


> We cannot expect the public to al- 
ways recognize packages and prod- 
ucts that do not look the same every 
time they are seen. It is desirable 
to have some image or symbol that 
remains relatively constant particu- 
larly in fields where rapid and con- 
tinual style changes occur. 


Inconsistent imagery occurs, for 
example, when a brand name is let- 
tered differently on various items 
in a line, or when layout is different, 
or when lettering is different in an 
ad and on the actual package. 


It occurs also when colors differ 
in an ad and in the actual point of 
sale package. Examples of inconsis- 
tent imagery surround us: 


e Chesterfield used one type of logo- 
type lettering on its pack, a second 
type on its carton, and on last year’s 
Christmas carton, still another kind 
was used. 


e The Sinclair Oil Co. has different 
lettering and colors on station signs, 
pumps, oil products and advertise- 
ments. Just what Sinclair’s imagery 
is has never been completely deter- 
mined—or at least, this is how it 
appears. 


e Sealtest does not consistently use 
its seemingly primary image—a red 
band against which “Sealtest” is dis- 
tinctively lettered in white. 


> When good imagery is in force, the 
consumer has no hesitation picking 
out a particular package or product 
—no matter where or how it is 
stocked, regardless of point of pur- 
chase display conditions. She has 
seen this imagery everywhere, and 
when she gets to the supermarket, 
the familiar package imagery sig- 
nals her. 


Consumers today shop more by 
eye, by reaction and by impulse 
than they do with shopping lists. A 
package may be “seen,” but if it 
isn’t also recognized, the chances of 
making a sale become small. A 
scrambled package face that has no 
outstanding, memorable imagery 
does not stand out from the crowd— 
it is neither seen nor recognized. 


Remember it costs less in adver- 
tising effort and money to “sell” an 
image that is believable, clear and 
simple and therefore more memor- 
able than to sell a confused scramble 
of copy, color and “little images.” 
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...an always popular promotion 


Anyone who remembers his childhood realizes the value of 


trading cards. . 


Many surveys have proven con- 
clusively that children constitute the 
biggest pressure group in our econ- 
omy today. Since the juvenile set 
is definitely influencing sales of all 
types of products, trend-wise manu- 
facturers are doing themselves a 
favor by catering to young America 
in packaging and in advertising. 

One of the most important ele- 
ments in the never-ending battle to 
attract the attention of the younger 
set is the use of ever-popular trading 
cards of all kinds. Novelty items are 
also quite popular, and many com- 
panies capitalize on educational 
“gimmicks” to promote sales through 
children. 

A complete list of advertisers who 
have made trading cards the route 
to increased sales would take hun- 
dreds of pages, but some typical ex- 
amples provide a good index to the 
value of this “medium.” 


. and they are just as popular today as ever. 


>One of the best known users of 
trading cards is General Foods’ Post 
cereals. A while ago, General Foods 
put approximately 100 million Hopa- 
long Cassidy Wild West trading 
cards into the hands of America’s 
kids. This promotion, developed by 
Sam Gold & Associates (Chicago), 
is a good guide to successful trading 
card promotions. 

Here’s how it worked: 
e A set of 36 trading cards was pro- 
duced. Each 1%x2%” card had a 
full-color lithographed picture on 
the face and an interesting fact 
about the early days of the West on 
the back. The cards were numbered 
to promote collection of complete 36- 
card sets. 
e One card was enclosed in each 
package of five Post cereals—Post 
Toasties, Grape-Nut Flakes, Sugar 
Crisp, 40% Bran Flakes and Raisin 
Brand. 


e The cards were heavily promoted 
on all packages. Packages had a pic- 
ture of Hopalong Cassidy on the 
front and a copy block reading, 
“Hopalong Cassidy Wild West Trad- 
ing Card in this package!” The back 
of the package was completely de- 
voted to promoting the cards—with 
emphasis on collecting a complete 
set. 

e General Foods promoted the trad- 
ing cards heavily in its regular ad- 
vertising. Typical was the use of 
full-color pages in newspaper comic 
sections. These ads featured Hoppy 
urging the younger set to start col- 
lecting the cards. 


> Another enthusiastic user of trad- 
ing cards and other lithographed 
children’s “gimmicks” is the Hunter 
Packing Co. (East St. Louis, IIl.). 
Hunter uses the bottoms of its 
wiener trays for trading cards. 
Last year, each wiener tray fea- 
tured pictures of two St. Louis Card- 
inal players. There were 13 sets of 
these trays, and enthusiasm among 
the children ran so high that wiener 
sales went up approximately 40%. 
Hunter carried set collection pro- 
motion one step further by inviting 
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These “‘Little Zig’ cowboy and outer space story cards (left) have been a 
big factor in helping to make Ziegler Giant Bars popular with children. 
The cards form a backing for the chocolate bar, and the kids try to col- 





A variation on the trading card theme are these Christmas tree ornament 
cutouts (left) printed on the back of Clark Co. chewing gum packages. 
Another series, which like trading cards appeals to the ‘‘collector’ in 


children to submit a set mounted as 
attractively as possible, with prizes 
for the best entries. Prizes included 
ballgame tickets, autographed base- 
balls and autographed pictures of 
Cardinal players. 


>This year Hunter is using a series 
of states on its wiener trays. This 
series is copyrighted by Milprint Inc. 
(Milwaukee). Each tray illustrates 
one large state or two or three small 
ones. The state is printed in full 
color and the chief industries, state 
flower and local attractions are 
shown. Informative copy about the 
state is printed below the picture. 

The states are so printed that, 
when they are cut out, they will fit 
together like the pieces of a jigsaw 
puzzle to make a map of the entire 
United States. 

This gimmick promises to be a 
hit with both parents and children. 
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It provides painless education with 
the fun of cutting out and pasting 
pictures and of competing with 
others to finish a complete map. 
Hunter also offers an attractive 
19x29” full-color map of the U. &S., 
suitable for framing, to anyone col- 
lecting and sending in a complete 
set of state cutouts. 


>For many years trading cards of 
baseball players have come near the 
top of the list in popularity. Some 
other companies which have used 
these cards with notable success are: 
e Glendale Provisions (Detroit), 
which offered pictures of the home 
team, the Detroit Tigers, last year. 
e Stahl-Meyer (New York), which 
offered a series covering the major 
league New York teams. 

e Johnston Cookie Co. (Milwaukee), 
which capitalized on that city’s 
“Braves fever” last year by using 





lect all 26 in a series to get a complete ‘story.’ Other popular trading 
cards are these airplane and exotic animal series (right). They are used 
in packages of Topps gum. 


children, is a set of 12 tablet covers (right) used by Western Tablet & 
Stationery Co. Each of the tablets features a color picture of children 
from different countries. 





pictures of the players as inserts in 
cookie packages. 


>Quaker Oats Co. (Chicago) is 
currently using a set of 27 trading 
cards featuring a variety of sports. 
One of the full-color cards is en- 
closed in each package of Quaker 
Puffed Wheat and Puffed Rice. 

Each of the cards features a sports 
oddity with an illustration. The 
oddity is first stated as a puzzle, 
then answered on the reverse side 
of the card. Typical puzzles: 


-1. What college football player was 


such a standout at two different po- 
sitions that one All-American se- 
lector named only a ten-man team, 
listing him at both tackle and full- 
back? 

2. What basketball player tallied 
499 consecutive free throws in a 
seven-hour exhibition? 

3. What slugging feat in their own 





Ralston also is capitalizing on the current outer space craze, enclosing 
these colorful cards (top left) in Wheat Chex and Rice Chex cereal boxes. 
Baseball cards (bottom left), an old favorite, have increased sales for 


These lithographed booklets (top left) are done with blank spaces for 
children to paste in the correct Walt Disney characters. The various char- 
acters are printed on the end labels of bread packages. Tied-in with the 


wenen rea . since 


Glendale Provisions. The series of cards (right), featuring the different 
states in the U.S., can be cut out and put together to form a jig-saw puz- 


zle map. Hunter Packing Co. uses the cards to promote sales of wieners. 


collection are picture puzzle premiums (bottom left). Other popular Dis- 
ney characters, such as the cutout puppet of Donald Duck and folding 
trucks (right), also were used in bread promotions. 


stadium has never been performed 
by the powerful New York 
Yankees? 

The answers to these questions, 
in case you aren’t a sports expert 
like Jimmy Evans, ace Chicago 
sports announcer and former All- 
American footballer who compiled 
the oddities for Quaker, are: (1) 
Bronko Nagurski of Minnesota; (2) 
Bunny Levitt of Chicago; (3) The 
Yankees (and their opponents) have 
never been able to drive a home run 
ball completely out of the confines 
of mammoth Yankee Stadium. 

The cards are 24%x3%” with a 
glossy finish and rounded corners. 
They are wrapped in cellophane and 
packed one to a package. Impatient 
small fry may obtain the entire set 
of 27 cards for 15¢ and two boxtops. 

Quaker is promoting the trading 
cards with an all-inclusive advertis- 


ing program and store displays fea- 
turing a life-size cutout of a base- 
ball player. 


> Gaining in demand at the present 
time, according to executives.of Mil- 
print, one of the major producers of 
trading cards, are the space and sci- 
ence fiction adventures popularized 
on radio and tv. Alert manufacturers 
are taking advantage of this space 
craze among the younger set to pro- 
mote sales through space trading 
cards. 

Ziegler Candy Co. (Milwaukee), 
which last year used a series of cow- 
boy stories as Giant Bar inserts, is 
now using a series of space adven- 
tures. Both series features the same 
hero, “Little Zig.” 


Another advertiser using space 
cards is the Ralston Purina Co. (St. 
Louis), which uses 40 different space 


cards as inserts in Rice Chex and 
Wheat Chex cereal boxes. 


> Frequently, advertisers make the 
trading cards an integral part of 
their packages. Typical examples: 

e Clark Co. (Pittsburgh) printed a 
whole series of Christmas tree orna- 
ment cut-outs on the back of its 
gum packages. These novel and at- 
tractive cut-outs provided a real 
source of stormy day activity for the 
restless child. 

e Ziegler Candy Co. has used pic- 
tures of United States presidents on 
the bottom of candy boxes. Short 
biographies were also included. This 
series originated with Milprint, and 
has also been used on bakery trays 
and U-Boards. 

e Topps Chewing Gum Inc. (Brook- 
lyn) has gone all out in the use of 
trading cards with series on base- 
ball, airplanes and wild animals fea- 


September 1954 ¢ ar ¢ 95 





STORY 


COMPLETE LIME OF BUSINESS 


Christmas Cards 


He captures the dramatic 
In brisk interludes 

With o story to tell 

Of life's changing moods. 


VANGUARD... 


f (GARRATS FOR DUSTRY 


Victorious are they who cast 
In shadows all their teeming fears. 


DEPICTING THE AMERICAN SCENE 
BY ALBERT WILLIAM PERRY 


$1.00 a Copy 


Great is the man who plans ahead as 
Out where the future flows in years. oS 


Rinse thy wounds in Christmas Cheer 
On this, the greatest day of all. 


Leia Wiha fing 


Under the spell of its beauty .. . we 
Sign our name to its magic call. 


V2 _ EXPRESSION IN FINE GREETINGS 


Sift Wrapping 


SOGhvuslee 





FREE FULL COLOR 
> SAMPLES 


PERFECTION 


Here lies the epitome 
of painting rligiak 
A summary of greatness 


That perfection seeks. 


at Lied of Chicago GS EAST ADAMS - CHICAGO 3, ILL. 
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Illuminated from within 
Bronze semi-meridian 
Mahogany base 
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CRAM World Globes 
FOR EXECUTIVE GIFTS — 


@ Prize Winning Awards 
@ Point of Purchase Helps 
@ Popular Family Gift 


World Globes make long lasting gifts. Price 
range $3.45 to $104.50. 
Send for new Globe Catalog No. 64. 


ae 


730 E. Washington St., Indianapolis 7, Ind. 
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3-D, Too . 
item’’ for children is a series of 3-D cut- 
outs on packages of Kellogg’s Pep Wheat 
Flakes. The back of each package has one 
of six two-piece pictures featuring a fa- 
mous train, such as the Super Chief and 
Rocket illustrated above. 


A current ‘‘collector’s 


tured on cards which serve as the 
backhoard for gum, with the whole 
package over-wrapped in waxed 
paper. 


e Western Tablet & Stationery Co. 
(St. Joseph, Mo.) uses a series of 12 
full-color tablet covers. Each cover, 
serving much the same purpose as 
a trading card, features some char- 
acteristic scene in a foreign country. 
A compact little verse tells some- 
thing about the country and the 
pictured activity. 


e Probably the largest volume in 
“trading cards” is rolled up by end 
labels on loaves of bread. There is 
almost no end to the variety of sub- 
jects which have been featured in 
this way. It has been particularly 
effective as a tie-in with radio and 
tv shows. 

Milprint has carried this promo- 
tion a step further with a copy- 
righted series featuring Walt Disney 
characters. Picture puzzle books are 
distributed with bread. They feature 
stories and scenes from Disney 
movies. Spaces for various charac- 
ters are left unprinted, however. 
Children collect labels from the end 
of bread loaves, which are cut out 
and pasted in the empty spaces to 
complete the pictures. 

While there is great variety in sub- 
jects and formats for trading cards, 
the majority of them stick to full- 
color printing — usually by lithog- 
raphy. Since the cards are generally 
gang run in huge quantities, the 
process is a logical choice. 44 


Premium Purchases May 


Rise to $1.5 Billion 


About $1.5 billion dollars will be 
spent for premiums and sales in- 
centives in 1954 as a result of the 
increasing use of premiums in stimu- 
lating sales. 

This estimate was made by the 
Premium Advertising Assn. of 
America in connection with a PAAA 
appraisal of industry trends in 
preparation for the association- 





sponsored New York Premium 
Show, to be held at the Hotel Astor 
Sept. 20-23. 

Gordon C. Bowen, president of the 
industry-wide trade group, said in 
releasing this estimate that previ- 
ous predictions had placed the prob- 
able 1954 annual volume at $1.33 
billion, slightly above 1953’s $1.3 
billion expenditure (See “The Great 
Premium Boom,” May AR). 
> According to Arthur Tarshis, man- 
ager of the New York Premium 
Show, the 1954 show is the largest in 
the history of the event, with all 
available exhibit space sold and an 
unusually heavy advance registra- 
tion of buyers. 

Mr. Bowen said that an analysis 

of exhibitor and buyer registration 
pointed up two current trends in 
premium advertising: 
1. “The first is an increasing flex- 
ibility in the use of extra incentives 
in merchandising,” he said. “The re- 
turn of the buyers’ market brought 
a tremendous boom to the premium 
industry. That boom is continuing, 
but its character is changing. No 
longer do we see many cases where 
premiums are used just because the 
competition is using premiums and 
for no other reason. 

“Today a more sound and healthy 

approach is being taken, with premi- 
ums used as part of a plan, co- 
ordinated with advertising and mer- 
chandising. This means that the 
premium tool is gaining greater flex- 
ibility in its application as one arm 
of marketing. 
2. “The second trend is a distinct 
upgrading in the quality of mer- 
chandise being offered in premium 
plans. The kinds of exhibitors and 
the merchandise to be exhibited at 
the New York Premium Show are 
clear indications of this trend. 

“Manufacturers of brand-name 
quality merchandise who are ex- 
hibiting at the 1954 New York Pre- 
mium Show include, among many 
others: Benrus, Crosley, Capehart- 
Farnsworth, Columbia Records, 
Eversharp, Ronson, International 
Silver, Westinghouse Electric, Wal- 
tham, etc. 

“Novelty is still important as one 
element in many premium promo- 
tions, but novelty alone seldom 
pleases the consumer. Much more 
important are the elements of qual- 
ity and value. Value-consciousness 
is at a new high, and ‘that something 
extra’ in every premium advertising 
campaign must have extra value, 
too.” 

Mr. Bowen announced that the 
semi-annual Premium Advertising 
Conference, held in conjunction with 
the premium show, has been sched- 
uled for Tuesday morning, Sept. 21, 
at the Hotel Astor. 44 





vou can INCREASE 


YOUR SALES 


by giving premium 


coupons to your customers 
and dealers. 


Let us work out a complete premium 


Gordon C. Bowen, pres. 
Premium Service Co. 


plan to fit your company needs. No 
obligation of course. 


Don’t worry about the details because here are some of the things 


we will do for you: 


1. Carry Premiums in stock at our expense 


. Receive and count your coupons 


. Ship premiums, postage prepaid to individuals 


. Produce premium catalogs 


. Operate the entire plan in your name 


Please write on your company letterhead for free 
Jam «(Catalog No. 9A and additional information. 


Lites PREMIUM SERVICE CO., Inc. 


SL/SS7 


Subsidiary of Curtis Publishing Co. 


119 West 19th Street 


New York 11, N. Y. 
WA. 4-3242 
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Typographer Acclaims AR 


“AR now our sole advertising me- 
dium ... had great response from 
every ad ... thank you for excel- 
lent sales job . . .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 





Your 
PY ade 
Message 


. for more details circle 590, page 101 





sa tehipoani 
ET CY yi by 
Pocis 


teh ael s 


Smart Car Makers 
use Balloons to... 


@ swell sales in sagging 
areas 

@ give new models a 
big sendoff 

@ boost dealer en- 
thusiasm every- 
where 


Because 


PIONEER Qualatex Balloons 


@ are inexpensive, easy to use 

e have real toy value as 
premiums 

@ carrying printed adver- 
tising far and wide Gry 

- Guaranteed by © 

Good Housekeeping 
Ps somerrae OEE 


Write today to... 


id 
i re PIONEER ete 


PEE ae COMPANY 
BALLOONS “ Title Road ., — Orie 


Get ideas, samples 
and imprint information 
from our Premium Dept. 
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Puzel ed 
for Christmas Gifle? 


Here are sure-fire answers! Unique 
reminders, certain to be warmly accepted, 
enthusiastically used by busy people every- 
where. Scientifically designed to help remember 

.. - gifts to remind your cus- 


OS tomers of you daily! 


MEMINDEX, 
the Automatic 
Memory. 

Pocket Case for 
temporary memos 
on dated, indexed 
cards. Cards trans- 
ferable to Desk Unit 
.. No transcribing! 
Saves time, money. 
PLANNING GUIDE Desk Calendar. A master- 
piece of design. Exclusive, never-before-available 
features. Simplifier, organizer, reminder. Modern, 
handsome, functional, different! (See below) 


Generous Discounts on Volume 







Orders! 
For Prices 
and Catalog 
write Dept. DD-4, 
S| 
WILSON MEMINDEX COMPANY 
149 Carter St. Rochester 21, N. Y. 
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MODERN WORLD ATLAS 


and 


WALL SIZE WORLD MAP 


et toe ~ 


MODERS 


ANY NV : Atlas includes: 


° indexed 


aud . Gazetteer 
Wale @ a Latest Census 
\ . > \\ color 
a Figures: Fu 
- ree? i he World, 


ntries: 


Eee 


MAPLEWOOD 2, NEW JERSEY 
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Maritz Folder Discusses 
Good vs. Bad Incentives 


Called a “discussion of incentive 
programs and the challenge they offer 
to progressive management,” a new 
folder by Maritz Sales Builders (St. 
Louis) offers worth while suggestions 
for those interested in increasing 
sales by means of incentives. 

The complete package consists of 
five pieces, the outside folder, “A 
Challenge to Management,” and four 
inserted booklets: 

e Consider the Word “Incentive.” 
e Why Incentive Programs? 

e How to Promote an Incentive Pro- 
gram. 

e A Maritz Sales Builders Incentive 
Program. 

Maritz believes that honor and 
recognition are the basic ingredients 
of an incentive program, but that 
honor alone is not enough. How about 
honor plus cash? Maritz believes cash 
as an incentive has several distinct 
disadvantages: 

e It is hard to dramatize. 

e It is quickly spent and soon for- 
gotten. 

e Sometimes the cash prize doesn’t 
even reach the winner’s home. 

e There’s a tendency for cash prizes 
to be regarded as part of the recipi- 
ent’s regular income. 

e Only too frequently, cash awards 
get unglamorously used up in the 
family budget of groceries, rent, 
doctor bills, etc. 

Maritz also believes that apart 
from its use as a “super-incentive,” 
travel has two distinct disadvantages 
—travel incentives are necessarily 
expensive and they take top pro- 
ducers out of production. 

Honor plus merchandise prizes is 
the answer suggested in the folder, 
which points out that merchandise 
prizes can be dramatized, they be- 
come permanent trophies of success, 
and they are easy to award. 

The folder and insert pieces are 
available in one package from the 
company. 


For your copy circle No. 532 on the 
Reader's Service Card inside back cover. 


ar Mecoutt 











ABOUT 


SUCCESSFUL 
PREMIUM 
PROMOTIONS 
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Conte __op 
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VISIT US IN BOOTH 76 
N. Y. Premium Show—Hotel Astor 
September 20-23, 1954 
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GIFTS and specialties for all 
purposes: Calpad— 


Roulette Ashtray—DesCaddy—Steak 





Sets—PopUp Memo—Tool Kit. Write 
for catalog. 
ELK SUPPLY CO., Buffalo 24, N. Y. 
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The New “SUNMASTER” 


Fibre Helmet, Standard Colors, Adjustable Size 
Bands, Safari Style, Smooth Front Panel Im- 
print Surface, Replicable Imprint. A Winner. 
Specialty Firm Representatives Everywhere. 


STAN SPEER Incorporated 
Citizens Bank Building, Prospect, Ohio 


ODL LLL OOD DOE PEEP PPP PP EPP PPP 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Printing Processes 


why colors are more brilliant 
when silk screened 


Many art directors specify screen process 
printing on jobs that ordinarily might be 
produced by letterpress or offset. Why?— 
simply because silk screen inks offer the 
purest, most brilliant colors available by 
any reproduction process! 


If you aren’t using silk screen process print- 
ing, you should get acquainted with it. See 
the classified telephone directory for the 
screen process printer nearest you. 


Published in 
the interests of EMER 


screen printing SCREEN PROCESS PRINTING ‘ASSOCIATION 
by a group of 
SPPA 


members 
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Type Calculators 


“DIAL” TYPE 
FAST— EASY TO USE 


A turn of the dial 
and you have the 
character count, per 
line, to fit your type 
layout ... for the 
many type-faces in 
present-day use. 
Handy folder illus- 
trates the sizes for 
type-stylit guid- 
ance—also shows pa 
popular display & 
faces. Complete kit @ 
$2.95. postpaid 
Circular on request. 


CASGEL SERVICE, 493 Foch Bivd., Mineola, N. Y. 


CALCULATOR 


‘ 
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Color Reprints 


Ph a A ek Le Se eh ek 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 


rae oe Gi Milwaukee, re 


UTH SECOND MILWAUKEE 4. WIS 
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Stereo Slides 


STEREO SLIDE DUPLICATING 


“Stereo-Realist’’ type color slides 
duplicated and mounted, Each 75c 
Two or more same originals, Each 60c 
2x2 color slide duplicates, Each 30c 
AALS LM le 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO. 
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_ NIGHT Getuice 


@ DEALER HELP MATS 


@ NEWSPAPER ADVERTISING MATS 
e CUTS 


@ Quality @ STEREOS 


@ Service 


@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 


MATRIX & STEREOTYPE 
co., INC. 
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Visual Aids 


Re ,LANTERN-SLIDES 


for your 
Sales Presentation 
& Training Program 


We invite 
Ba. your inquiry 
Vile AS TNC. & . Decductions 


6149 North California Ave * Chicago 45 * Phone AM 2-414] 
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Photo-Reporting 


How Advertisers Use Photo. -Reports 


wes Me Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 
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| ACROLITE, INC., Dept. 


Art & Photography 
THE AMAZING NEW PHOTO-CROPPER 


Actual size 


Saves valuable TIME = A<i3! sizs 


The Photo-Cropper is a practical, simple solution to 
cropping and proportioning. It is designed for every- 
day use by the artist, editor, production man, ad- 
vertising manager, copywriter, photographer, printer 
and lithographer 

NO MOVING PARTS — Easy to use, this efficient 
tool saves hours of time, produces accurate cropping, 


eliminates guesswork in centering and aligning sub- 
ject matter 


NOTHING TO WEAR OUT — Printed in brilliance 
colors on transparent Vinylite with plastic inks, which 
are fused into the Vinyl sheet to insure many years 


of service 
Send for yours today...only $3.00 
aA Bek 4) dd 2 ee 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 


HARRY VOLK’S NEW JUNIOR 


CLIP BOOKS F, 


America's top ready-to-use art service 
Just clip and paste Write for sample 
issue FREE! No obligation 

HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 
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for the particular artist 
SEND FOR CATALOG 


Number 52 
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| @ **500"" MATTE Fixative 


(You can work over!) 


© ‘100° CLEAR Acrylic 
**600"’ Damar Varnist 


® Glossy and Matte BLAC , Sprays 


and WHITE. Rich G d and Aluminum 
SOLD AT ART SI PPLY STORES 


Write Today for FREE Literature. 
AR, HILLSIDE, N. J. 


Artigas © 
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QD advertisers 





The “key number” preceding the name of 
each advertiser listed below corresponds to a 
number on the Readers’ Service cards on the 
following insert pages. If you desire additional 
information concerning the products or services 
offered by any AR advertiser, all you need do 
is to circle the number on the Readers’ Service 
card corresponding to the number shown in the 
index. The same numbers appear at the bottom 
of the advertisements, themselves. 


Readers 
Service Advertiser Page 
Number 
561 Acme Gravure Services Inc. 43 
564 Acrolite Products Incorporated 99 
631 Advertising Trades Institute, Inc. 74 
563 American Decalcomania Co. 12 
$62 Animated Cartooning School of America 80 
565 Baird Corporation, Harry 85 
$66 Bauer Alphabets, Inc. 85 
567 Belford Co., Inc. 42 
568 Black Box Collotype Studios, Inc. 78 
569 Brown Advertising Agency, Inc. 71 
570 Brown & Bro., Arthur 71 
571 Buffalo Photo Company 81 
573 Burkhardt Company, The 88 
572 Burrelle’s Press Clipping Bureau 45 
575 Capex Company, Inc., The 31 
576 Casgel Service 99 
577 Chicago Cardboard Company 81 
Collins, Miller & Hutchings, Inc. 46 
583 Consolite 38 
574 Cook's of Chicago : 96 
581 Cousino, Inc. 90 
578 Craftint Manufacturing Co., The 9 
579 Cram, George F., Co. Inc., The 96 
580 Crocker Co., Inc., H. S. 42 
582 Crocker Co., Inc., H. S. 44 
Deskfinder Company, The 55 
584 Dot Engravers, Inc. 48 
596 Du-Plex Onvelope Corporation 54 
585 Durable Rubber Products Co. 68 
Eastman Kodak Company 75 
587 Elk Supply Co. 98 
588 Engel, Inc., J. A. 77 
589 Falulah Paper Company 64 
590 Ferber Pen Corp. 97 
591 Ferber Pen Corp. 98 
672 Filmotype Corp. 80 
592 Frankl Color Laboratories 81 
593 Fredman-Chaite Studios 77 
595 Gair Company, Inc., Robert 13 
General Exhibits & Displays Inc... Inside Front Cover 
597 General Outdoor Advertising Co. 35 
594 Gibraltar Corrugated Paper Co. 62 
598 Graphic Arts Corporation of Ohio 52 
599 Graphic Enterprises of Milwaukee, Inc. 99 
600 Grubb & Co., G. R. 48 
Gymer, Frederick E. 55 
603 Hammond & Co., C. S. 98 
604 Hankscraft Company, The 66 
605 Hansen Mfg. Co., Inc. 67 
601 Haywood Publishers Service Corp. Back Cover 
606 Headliner Products 99 
607 Herbert Co., H. T. 76 
609 Hernard Mfg. Co., Inc. 38 
608 Hollander Co., Inc., Allen 54 
610 Hollywood Banners 65 
602 Horan Engraving Company, Inc. 48 
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Readers 
Service Advertiser Page 
Number 
611 International Color Gravure, Inc. 7 
612 Ivel Corporation 32 
614 Jackson Printing Co. 45 
613 J. J. K. Copy-Art Photographers 80 
615 Kleen-Stik Products, Inc. 14 
616 Komisarow Studios, Don 80 
617 Kurshan & Lang Color Service 81 
619 Lake Shore Electrotype Co. 50 
618 Larido Corp. 98 
620 Letter-It 85 
622 Major Photo Co. 81 
623 McGrath and Associates, Thomas F. 51 
624 Milprint, Inc. 5 
621 Minute Man Line, The 10 
625 Monarch Matrix & Stereotype Co., Inc. 99 
626 Monsen-Chicago 82 
627 Mulson Studio 99 
National Blank Book Company 2 
Naz-Dar Company 40 
Neenah Paper Company 60 
628 Nelson Associates Inc. 67 
629 Neon Products, Inc. 37 
630 Nestor Productions, Inc. 90 
632 Northwestern Photo Engraving Co. 51 
633 Ohio Advertising Display Co. 35 
634 Oxford Paper Co. Inside Back Cover 
637 Palm, Fechteler & Co. 36 
636 Perfo Mat & Rubber Company 38 
638 Photo-Cropper 99 
635 Pilot Productions Inc. 99 
639 Pioneer Rubber Company, The 97 
644 Poloron Products, Inc. 10 
640 Pontiac Engraving and Electrotype Co. 4 
641 Poole Bros. Inc. 41 
642 Porcelain Enamel Finishers 38 
645 Premium Service Co., Inc., The 97 
643 Publishers Book Bindery, Inc. 54 
646 Rapid Copy Service, Inc. 74 
647 Reilly Electrotype Company 18 
648 Remington Rand Inc. 1 
649 Screen Process Printing Association. 99 
650 Seal-O-Matic 55 
651 Service Bindery Co., Inc. 45 
652 Sickles Photo-Reporting Service 99 
653 Sloves Mechanical Binding Co., Inc. 42 
654 Speer Incorporated, Stan 98 
655 St. Regis Paper Company 15 
Strathmore Paper Co. 59 
656 Superior Engraving Company 49 
657 Switzer Bros., Inc. 42 
661 Tel-A-Story, Inc. 68 
658 Thayer & Chandler 2g 
659 Thilmany Pulp & Paper Company 8 
660 Transilwrap Co. 68 
662 Underwood & Underwood 76 
663 Union Rubber & Asbestos Co. 80 
United States Envelope Company 56 
664 United States Printing and Lithograph Co. ll 
665 Veritone Company 44 
666 Volk, Jr. Art Studio, Harry 99 
667 Walk, Jay P. 85 
668 Warren Company, S. D. 61 
669 Warwick Typographers, Inc. 86 
670 Webster Electric Company 16 
671 Wilson Memindex Co. 98 


: 
| eam Advertising | THEN ULLy 


Requirements SUWWUe 


% Send for these helpful selling tools 


501/Circle on Readers’ Service Card 
Miniature Toys 

...informatien on miniature trucks, cars, 
busses for use as tv gimmicks, eye-catchers, 
photo props, etc. (Page 31) 


§02/Circle on Readers’ Service Card 
Giant Replicas 

... brochure pictures and describes uses of 
giant-size product replicas as point of pur- 
chase and outdoor displays. (Page 32) 


503/Circle on Readers’ Service Card 
Trans-Vision Illustrations 

... booklet describes Milprint’s patented 
process for showing the inside workings of 
a product by means of acetate pages over- 
layed over an illustration of the end prod- 
uct. (Page 44) 


$04/Circle on Readers’ Service Card 

Insta-Lith Ink 

... folder shows printing qualities of Insta- 

Lith quick drying lithographic inks in proc- 

ess colors and standard red, blue and black. 
(Page 44) 


$05/Circle on Readers’ Service Card 
Color by WNU 
..- booklet includes five full-color illustra- 
tions and description of WNU's facilities for 
color and black and white printing. 

(Page 44) 


506/Circle on Readers’ Service Card 
Catalog Covers, Binders 

... brochure gives 12 examples and de- 
scribes line of catalog covers and binders 
offered by Federbrush Co. (Page 45) 


507/Circle on Readers’ Service Card 

Low-Cost Printing 

... Regina Service offers combination price 

list covering offset and letterpress printing, 

offset platemaking, binding and mailing. 
(Page 45) 


$08/Circle on Readers’ Service Card 

Samples of Offset Printing 

... portfolio by Arrow Lithographic includes 

assorted samples of offset printing jobs. 
(Page 45) 


509/Circle on Readers’ Service Card 
Reillytype Plates 

... folder describes function and advantages 
of Reillytype method of producing duplicate 
plates. (Page 50) 


510/Circle on Readers’ Service Card 
Army Plate-Coating Bulletin 

...Sun Supply Co. offers bulletin by Army 
Map Service describing “Metalife’ — new 
photo-sensitive coating for offset surface 
plates. (Page 52) 


511/Circle on Readers’ Service Card 
Varied Uses of Duplicator 

... booklet by Colitho describes ways of 
using duplicating machines efficiently with- 
out lost time. (Page 52) 


» 


Use these return cards 
for publications 
mentioned on this page 


512/Circle on Readers’ Service Card 


How to Stimulate Collections 
... booklet offers 29 different and unusual 
ideas for stimulating collections. (Page 56) 


513/Circle on Readers’ Service Card 
Producing Friendship Letters 

... details are available on a kit of mate- 
rials designed to help produce friendship 


tween art techniques, artists’ papers, print- 
ing papers and production processes. 
(Page 61) 


517/Circle on Readers’ Service Card 


Kleen-Stik’s Transparent Adhesive 

... samples and details are available on a 
new transparent, self-sticking adhesive for 
use on face -to-the- glass advertising dis- 


letters. (Page 56) plays, developed by Kleen-Stik Products. 


(Page 65) 
514/Circle on Readers’ Service Card 
Vellum Finish Offset Paper 
...@ folder containing black and white, 
duotone and full-color illustrations describes 
the new vellum finish added to its Moistrite 
Offset line by Mead Corp. (Page 58) 


518/Circle on Readers’ Service Card 
Talking Display Device 

...folder by Carter & Galantin describes 
miniature phonograph for “talking” displays 
cnd includes eight uses for the tiny record 
player. A separate folder describes four 
models of the record player device that are 
available. (Page 66) 


515/Circle on Readers’ Service Card 

Clearcolor Stock 

... folder contains samples of six colors of 

Advertisers Paper Corp.'s special Clearcolor 

stock for both offset and letterpress printing. 
(Page 58) 


519/Circle on Readers’ Service Card 


Wire Display Racks 

... folder describes and illustrates a variety 
of sizes and shapes of wire display racks 
that are available from Perma Mfg. Co. In- 
cluded are eight examples of different ad- 
vertisers’ uses of the racks. (Page 66) 


§16/Circle on Readers’ Service Card 
Art & Paper 
e-- handy booklet shows relationship be- 
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520/Circle on Readers’ Service Card 

Four POP Case Histories 

...the story behind four successful point 
of purchase displays is told in an illustrated 
folder offered by Sweeney Lithograph Co. 
Displays described are for Schenley, John- 
son & Johnson, Ballantine Beer and U. S. 
Rubber Co. (Page 66) 


521/Circle on Readers’ Service Card 
“Music-Lantern” Display 

...in a new booklet, Storecast Co. describes 
its “music - lantern,” a quadruple - purpose 
fixture that serves as a lamp, FM music 
transmitter, section marker and holder for 
point of purchase advertising. (Page 67) 


522/Circle on Readers’ Service Card 

Uses for Deca Poles 

..- folder includes 15 separate sheets each 
of which describes and illustrates a use for 
Deca Poles in point of purchase advertising 
The folder is a handy pocket size. (Page 68) 
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523/Circle on Readers’ Service Card 

Floor Merchandiser Case History 

... how a special, permanent-type merchan- 
diser-display was developed for a window 
shade and Venetian blind manufacturer is 
described in a folder available from Display 
Sales. (Page 68) 


524/Circle on Readers’ Service Card 
Versatile Art Tool 
...the Cranescriber and its uses are de- 
scribed in a folder offered by Cranecraft. 
The versatile art tool combines a straight 
edge, compass, controlled brush circles, 
raised edge striper, protractor and an at- 
tachment for making elliptical layouts. 
(Page 77) 


525/Circle on Readers’ Service Card 
Acrolite Plastic Sprays 

... series of leaflets describes and suggests 
uses for Acrolite art sprays, of which four 
different types are illustrated. (Page 80) 
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526/Circle on Readers’ Service Card 

Craftint Artist Papers 

.-.-sample booklet provides 19 samples of 

art papers, available in sheets, rolls or 

pads, and includes a price and size list. 
(Page 81) 


527/Circle on Readers’ Service Card 
“World’s Handiest Type Book” 

... details are available on a new type 
book published by Harry Baird Corp. In- 
cluded in the book are a series of 28 trans- 
parent pages containing samples of the 
most popular advertising typefaces in a va- 
riety of sizes in capitals and lower case let- 
ters. (Page 84) 


528/Circle on Readers’ Service Card 

Photocomposition Unit 

---folder describes Line-O-Print, formerly 

known as Prest-O- Print photocompositor. 

Line-O-Print is completely hand operated 

and is the lowest priced machine in its field. 
(Page 86) 


529/Circle on Readers’ Service Card 
Low-Cost Slide Film Presentation 

.-. booklet describes a five-step method of 
making inexpensive slide-sound film pres- 
entations and is available from Minnesota 
Mining & Mfg. Ce. (Page 89) 


530/Circle on Readers’ Service Card 
NAVA Directory 

.-- "NAVA Membership List and Trade Di- 
rectory” includes information on specific 
types of sales, film library, equipment 
rentals and services offered by each of 
more than 450 audio-visual dealers. 


(Page 90) 


531/Circle on Readers’ Service Card 
Dynamic Films Booklet 

... illustrated 16-page booklet describes the 
facilities and operation of Dynamic Films 
Inc. A section of the booklet is devoted to tv 
commercials and tv programming. (Page 90) 


532/Circle on Readers’ Service Card 
Sales Incentive Programs 
--- folder including four booklets offers sug- 
gestions for management interested in in- 
creasing sales through incentive programs. 
Offered by Maritz Sales Builders, the folders 
discuss incentive programs and the chal- 
lenge they offer to progressive management. 
(Page 98) 
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Selling is only half the job 


Any mechanical product can un-sell itself if not 
used properly. Graphic, detailed instruction and 
maintenance manuals assure repeat sales and 
reduce costly service calls. Oxford offers you many 
grades, suitable for each service book require- 
ment. Ask your Oxford Merchant to show you 
successful examples. 
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Get your copy of the new Oxford Paper Selector Chart— 
a time-saving master guide to the right grade for each pur- 
pose. Ask your nearby Oxford Merchant or write us direct. 


ord Papers 
dp Build Gols — 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N.Y.° OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, lil, 


Mills at Rumford, Maine, and West Carrollton, Ohio 
. for more details circle 634, page 101 





“PACKA 


for Positive List 


SAVE TIME-SAVE SPACE -SAVE MONEY 


No room—or budget—for costly modern list and 
record handling tools? You can have them at your 
fingertips anyway—and at a practical, lower-than- 
you’d-expect cost—via the HAYWOOD “Package 
Deal”. The list below only samples the completely inte- 
grated services (which include every aspect of mail- 
ing) available through the HAYWOOD “Package 
Deal”. And you get another big plus—intelligent 
last-detail control by the “Publisher Thinking” 
which naturally conditions our entire staff. 


With our big, ultra-modern punch card and micro- 
film set-up, a highly skilled staff handles circulation 
and sales records for HAYWOOD PUBLISHING 
CO.’s four- national business magazines, and for 
many more trade and house magazines it publishes 
for others. In our own self-interest, we’ve developed 
a thorough knowledge of what can be done with 
these wonderful tools as well as bow to use them 
efficiently. 


Your lists and records are a gold-mine of potential 
profits —if you dig with the right tools. HAY- 
WOOD'S “Package Deal” puts these tools in your 
hands. 


MAILING LIST CONTROL 


Sort by state—area—type of business—or 


CIRCULATION CONTROL AND AUDITS 


No slip-ups on circulation fulfillment—fool 
proof verification—effortless audits; punch 
card control gives you all these advantages 


INQUIRY HANDLING 


Much faster action for business magazine 
advertisers—and a detailed account of all 
inquiry data, for sales and editorial guid 


any other desired breakdown, in minutes 
And punch card control makes list-cleaning 


much easier, too 


MARKETING ANALYSES 


All kinds of data from your own records— 
sales reports—government statistics—broken 
down a hundred ways in almost ‘‘nothing 
flat’, for your own use or for your custom 
ers or advertisers. 


Subscription invoicing is greatly simplified 


AUDITING AIDS 


For sales cost check-backs, gross sales and 
commission recaps, etc., punch cards give 
fast, accurate answers. Microfilm records, 
kept in detail without confusion or crowding, 
are selected and reviewed in a jiffy 


Write today for complete information . 


ance 


RELIEF OF FILE CONGESTION 


Valuable office space goes back to profitable 
work when you microfilm old files you musf 
keep but don’t use daily. Years of records 
take up only a few square inches—yet you 
can get at the exact items you need any time 
And valuable letters and data are always 
reproducible for sales use. 


HAYWOOD PUBLISHERS SERVICE CORP. 


22 E. HURON STREET, CHICAGO 11, ILLINOIS 


ee an affiliate of HAYWOOD PUBLISHING CO. 
a se 


Chicago « Lafayette +» Cleveland * Indianapolis +» New York 


. for more details circle 601. page 101 





